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Cvery Advertiser, Advertising Agent, 
Every Publisher — in fact, 
Every One Interested in Advertising, 


should send for and read the most exhaustive, analytical 
and detailed ng ge pony that was ever made of the 
subscription list of any publication in the world. 





THE REPORT OF THE CITIZENS’ COMMITTEE 


of leading bankers, business men and publishers of St. Louis covers their 
investigation of the subscription list of the Woman’s Magazine. The 
Lewis Publishing Company, publishers of the Womdn’s Magazine, ap- 
propriated $10,000 to cover the expense of this investigation of their 
subscription list. The Citizens’ Committee served without remunera- 
tion, selecting a corps of trained supervisors and expert accountants, 
under whose immediate direction the work was done by a force of forty 
clerks from the business colleges of St, Louis, and in their count of PAID 
subscribers to the Woman’s Magazine included ONLY those for whom 
we produced the ORIGINAL SUBSCRIPTION LETTERS, giving the name 
and address of the subscriber with amount remitted for subscription and 
the period of subscription. Our subscription FILES were not used in 
this investigation, as the Citizens’ Committee REFUSED to consider any 
name as a bona fide subscriber unless we turned over to them the origi- 
nal paid subscription letter. The count was made in a down-town 
office building, five miles from the Woman’s Magazine Building. The 
high standing and unimpeachable integrity of the citizens comprising 
this committee, and the supervisors and accountants, are such that their 
report cannot be questioned. 

In submitting the report to the Lewis Publishing Company, Mr. 
Walter B. Stevens, Secretary of the Committee, states : 

‘Extraordinary care was taken to insure accuracy and pre- 
vent mistakes ; precautions and checks marked every step of the 
work, and the belief is confidently expressed that the count is 
correct, ‘thorough, exhaustive and complete.’” 

This Citizens’ Report has been printed in pamphlet form and copy 
will be sent to anyone interested, on request. Please address 


A. P, COAKLEY, Adv. Mgr., 


Che Woman’s Magazine 


ST. LOUIS, MO. 
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The Pattern 
Publications 


HE PATTERN PUBLICATIONS will not 
accept advertising that is competitive with the 
interests of merchants who sell The Ladies’ Home 
Journal Patterns. Therefore, these publications 
cannot be used by “ mail-order’ mercantile houses. 


The Monthly Style Book— 


one of The Pattern Publications—has over one 
million circulation in 1,000 towns. 
It is the fashion magazine of our merchants. Only 
such “copy” will be carried in its advertising col- 
umns as is acceptable tothem. Rate, $2.00 per line. 


The Quarterly Style BooKkK— 


another of The Pattern Publications—is distribu- 
ted partly through our stores and partly through 
the American News Company. An edition of 
100,000 copies of The Quarterly Style Book, Spring 
Number, was sold out in two weeks. Rate, $300 
per page of 700 lines. 


The Buyers’ Guide Book— 


the third of The Pattern Publications—is circula- 
ted exclusively among our merchants, their adver- 
tising managers, clerks and demonstrators. Manu- 
facturers who would like to have their goods put 
in stock by The Ladies’ Home Journal Pattern 
stores can approach the owners of these stores to 
best advantage through The Buyers’ Guide Book. 
Rate, $50 per page of 700 lines. 


Published by 


THE HomME PATTERN COMPANY 


Sole Manufacturers and Distributors of 
The Ladies’ Home Journal Patterns 


134 West 25th Street, New York 


JEFFERSON THOMAS, Manager of Advertising 
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A JOURNAL FOR ADVERTISERS. 


ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., Post OFFICE, JUNE 29, 1893. 


VoL. LIV. 
A WORLD-WIDE TRADE IN 
VEHICLES. 


STORY OF JAMES H. BIRCH’S EX- 
PANSION FROM A LOCAL TO AN 
EXPORT TRADE COVERING THE 
GLOBE—THE FOUNDATION LAID BY 
PERSONAL VISITS TO FOREIGN 
COUNTRIES AND ADAPTATION OF 
VEHICLES TO EACH LOCALITY’S 
DEMAND—A MERICAN FACTORY 
METHODS AND AMERICAN PRICES 
DID THE REST. 





The jinrikisha in 
American tourist rides through 
the streets of cities in Japan, 
India, Madagascar, China, South 
Africa, Korea and every other 
country where this man-drawn 
vehicle is used probably has a 
common origin. For the house of 
James H. Birch, at Burlington, 
N. J., makes and exports jinri- 
kishas to all of the countries in 
competition with local makers, 
and also has a trade in light ve- 
hicles that covers practically 
every country in the world where 
there is a vehicle trade worth 
going after. Boers and Britons 
alike used Birch wagons in the 
Transvaal war, as did the Japan- 
ese and Russians in Manchuria, 
and the Americans and Spaniards 
in Cuba, The first carriage sent 
to Abyssinia had the Birch name- 
plate, and was bought by King 
Menilek. The Birch export cata- 
logue lists hundreds of peculiar 
vehicles — two-wheeled volantes 


which an 


employed in countries where there 
1s a tax on each wheel of every 
vehicle; four-wheeled traps with 
seats behind for a Hindoo driver, 
and others common in India with 
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nothing but a step behind upon 
which the driver stands; strong 
traveling wagons for the wastes 
of South Africa, with water tank 
and provision baskets slung under- 
neath, and an arrangement of 
seats and curtains that permits the 
vehicle to be turned into a sleep- 
ing-chamber at night; sturdy 
Cape carts and bok-wagons, gen- 
eral purpose carts used in the 
Argentine, the Adelaide expresses, 
ambulances, Korean cabs with one 
wheel like a Chinese  wheel- 
barrow, Madagascar pouse-pouses, 
and many others. 

The remarkable trade this cata- 
logue reflects is shown in the en- 
velope wherein it is mailed, which 
has a business statement in four- 
teen languages—English, French, 
German, Spanish, Italian, Portu- 


gese, Russian, Chinese, Hebrew, 
Norwegian, Swedish, Dutch, 
Arabic . and Hindustani, The 


catalogue itself is published in 
three languages—English, French 
and Spanish. 

The Birch business was estab- 
lished in 1862, and until about 
eleven years ago had confined op- 
erations wholly to the home trade. 
To-day, however, the big main 
factories at Burlington, a great 
branch factory at East Burlington, 
and a third plant devoted to har- 
ness, are running almost entirely 
on vehicles and tharness for for- 
eign markets. There is probably 
no more extensive an _ export 
house in the United States—cer- 
tainly none that has so large a 
foreign business in proportion to 
its output. James H. Birch, Jr., 
told a representative of PRINTERS’ 
INK the other day how this trade 











4 


was built up, and gave some prac- 
tical pointers on export methods: 

“Burlington is eighteen miles 
from Philadelphia,’ he said, “and 
eleven or twelve years ago the 
Boston Fruit Company, now the 
United Fruit Company, came to 
us for carts to take back to the 
West Indies on their empty ba- 
nana steamers running out of the 
Quaker City. This trade grew 
into a fixture, so that a little later, 
when I wanted a rest, I -went 
down to Jamaica to see -where our 
carts were disposed of. Then it 
became apparent that we _ had 
great advantages in the United 
States for competing with vehicle 
makers in almost every country. 
The chief one was price. I went 
on to Barbados, Trinidad and 
other West India islands, finding 
nearly everywhere that when their 
vehicles were made on the spot 
the makers had to import woods, 
while where they were brought 
from European countries’ the 
prices were thigh compared to our 
own. In America we have the 
proper woods and advanced fac- 
tory methods in combination. No 
other country has better facilities ; 
hardly any have as good. But I 
also found that there were many 
types of vehicles in the West In- 
dies not like anything we made. 
Nearly every locality had _ its 
special vehicle, suited to the pe- 
culiarities of the country and 
other conditions—it is in this part 
of the world that the wheel-tax 
makes the two-wheeled volante 
popular. Not all .the talking or 
missionary work in the world 
would change demand. Peo- 
ple would, as a rule, be fools to 
abandon the vehicles that they 
have found best by experience and 
adopt those of another country— 
though there are exceptions to this 
rule, too, such as the crude 
Korean cab, propelled through the 
streets on its single wheel by two 
coolies, fore and aft. But pre- 
judice tholds the Korean as firmly 
to such a vehicle as sense does 
other people. My first trip abroad 





showed me that missionary work 
isn’t worth while in foreign trade 
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thing is to 


easiest 
make what the people know, and 
use, and want. 

“In a few weeks I came _ back 
with a lot of information about 
local taste in light vehicles, as 
well as an acquaintance with the 


—that the 


dealers in West Indian ports. 
Practically all our trade is done 
with the dealer. Before I got 
home I ‘went over to Bermuda, 
and there met two Americans re- 
turning from South Africa who 
told”me so much about the op- . 
portunities in that colony that I 
went there immediately, and from 
there to South America, Australia, 
and finally to practically every 
country where there was a pros- 
pect of trade. The result is seen 
in the character of our output 
to-day. It is all export. Vehicles 
now represent one of this coun- 
try’s foremost export industries. 
“Now that our goods conform 
exactly to foreign demand, our 
business is done largely on cata- 
logue lines, so far as advertising is 
concerned. We use the export 
journals regularly, and also print 
large quantities of folders, fliers, 
etc., for distribution by dealers in 
various countries, Whether the 
dealers distribute them or not is 
another matter—probably in the 
majority of cases they do not do 
so in an effective way. We have 
never advertised Birch vehicles to 
the ultimate purchasers because 
the latter are difficult to reach. 
There is no way of getting lists 
of people who are thinking of 
buying a Cape cart, for instance. 
In Durban and other South Afri- 
can cities the jinrikishas are haul- 
ed by Zulus, who make the best 
‘rikisha boys in the world. But 
the boys do not own the ’rikishas 
—they belong -to clerks in banks 
and shops, who rent them by the 
day to the Zulus. It would be 
difficult, you see, to reach a buy- 
ing public of that kind direct. But 
the dealer knows his public, and 
when goods like ours are placed 
with him there is little likelihood 
but that they will come in for 
consideration when people buy. 
“So our catalogue is our chief 
(Continued on page 6.) 
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REGe U, Ss PAT. OFF. 


FOUNDED A. D. 1728 


“A board of directors is known by the com- 
pany it keeps.” So is an advertisement. If 
your announcement stands shoulder to shoulder 
with disreputable propositions and fantastic 
schemes foredoomed to failure—what chance 
does it have? 


By excluding improper and questionable 
advertisements, and by discouraging those that 
seem to spell failure, we have organized a com- 
pany of strong, honest, successful advertisers in 
the columns of the Saturpay Eveninc Post. 
If you join this company, your appearance with 
them will favorably impress our readers, and the 
same forces which have built up our old clients’ 
success, will set at work to build up yours. 
(750,000 each week.) 


THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEW YORK CHICAGO BOSTON BUFFALO 
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advertisement. We publish it in 
only three languages because we 
find that English, French or 
Spanish are generally read and 
understood by the buyers of all 
countries. All our correspondence 
is in these three Janguages, so that 
translation is simplified. German 
might be necessary i1v some export 
lines. Our trade with German- 
speaking countries is small. We 
have a mailing list of 10,000 names 
that have been secured through 
business dealings, correspondence, 
inquiries, etc., and to these each 


new edition of the catalogue, in 
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have a good effect on foreign 
trade. People in all parts of the 
world get to know your house. 
One objection made against these 
publications is that the publishers 
of some of them are also in the 
export ‘trade. But this seems to 
me an advantage in more ways 
than one. Certainly it is an as- 
surance that the publication will 
be circulated among foreign mer- 
chants. And the business house 
that publishes an export journal 
will be the one most likely to have 
practical information about for- 
eign markets. 
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AN EXPORT ENVELOPE IN FOURTEEN LANGUAGES. 





the proper language, is mailed, to- 
gether with frequent circulars. 
Our advertising in the export 
journals brings us business, 
though not always direct. There 
has been a good deal of denuncia- 
tion of such publications by firms 
that have not succeeded imme- 
diately in foreign trade, but we 
are altogether favorable to them. 
They are mailed faithfully, I am 
sure, and though direct inquiries 
may not come in large number 
there is no doubt but that they 





* “Not so fayorable a view can 
be taken of the export associations 
that send goods abroad for ex- 
hibition, because foreign trade be- 
gins ‘with direct dealing, and get- 
ting correct information about the 
goods needed in foreign markets. 
Take, for example, the introduc- 
tion of American vehicles into 
England. Our carriages were S0 
light in construction that the 
English regarded them as unsafe. 
I have seen Londoners who hest- 
tated to climb into an American 











(Continued on page8.) 
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A Six-Months’ 
Advertising Campaign in 
Everybody’s Magazine for $50 


Do you want more business, Have “Advertise in EVERYBODY’S MAGa- 
you $50? Then read on— ZINE and you can have all the business 
Nancy Hanks Suspender and Belt Company YOU want,” say Mr. Hanks — quoted 

Factory, 17 Crosby Street. above—and some thirty or forty other 


Augusta, Maine, Feb. 26, 1906. Classified Advertisers whose letters 
Sirs: Please repeat our ad (4lines, 47 Open to your inspection. 
$9) that appeared in your January But note also that Mr. Hanks says: 
number, in the April issue. Ween- “ We have increased our capacity to 
close check tomeet same. Thereason take care of prospective business and 
you havenot heard from uslatelyison hope to join you each month in the 
account of our January ad bringing us future.” This clear-headed Yankee 
so much business that it was impossi- evidently is not “taking flyers,” but 
blefor us to think of accepting more at is bus/ding a business. 
the time, so we were obliged to “cut” 
you for a few months. We received 
several hundred replies (not far from 
400) and did business with a large per- 
centage of them, We hope to join you 
each month in the future, having in- 
creased our capacity in accordance 
with the prospective business to be 
received through. our relations with 
your valuable publication. 
Of course we have the “ goods,” in 


He knows that no one can send a 
new salesman over a new territory 
just once and count that salesman a 
very important brick in his business 
structure, He knows that for every 
order his best salesman, EVERYBODY’S, 
turns in, there are two awaiting its 
second appearance. He is going back 
month after month to make orders 
out .of the. otherwise valueless “ good 

1)? . 
verification of which we call your at- — t counted: Ny the Sat adverion 
tention to the fact that one of our ©" aes 
agents, secured through our ad in In the same way, it is only by the 
EveryBopy’s, has already cleared carefully planned campaign that you 
over $4,000.00. However, there are an hope to make advertising the big 
others who have the “goods” as well, thing that it ought to be in your busi- 
and can have all the business they SS. | We therefore append an offer 
want, unless they are afflicted with COvering Six months’ advertising in 
most insatiate greed, by using your EVERYBODY'S MAGAZINE — enough 
columns judiciously, stating facts con-- ‘© Start things humming this Spring 
cisely and dealing fairly with patrons nd to keep you busy through the 


they secure. Summer months (if your proposition 
Very respectfully yours, is a good one)—for $50, payable $9 
Nancy HAnxs Sus, AND BELT Co, monthly in advance. 
(Signed) E. W. HANKs, Pres. Start with the May number. 


Send this Coupon, with Check, before March 3ist to be in time for the May Number. 








ADVERTISING DEPARTMENT EVERYBODY’S MAGAZINE, 
31 East 17th Street, New York. 190___ 





Kindly enter my order for___ lines, six times, in the classified columns 


of Everysopy’s MaGazing. Enclosed please find 





($2.25 per line) in full payment for first insertion—copy attached. 

_ Upon receipt of memo, bill on the 25th of next and each succeeding month (six-time 
discount to be credited on bill for sixth insertion) I will advise promptly whether to 
repeat or to run new copy. Very truly yours, 

















Allow about nine words tothe line. Most of last line for name and address. 
4 lines, 6 times, $50. $12.50 per line additional. 
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buggy on exhibition there, though 
no horses were hitched to it. They 
thought it would break down. Our 
vehicles are called ‘spiders’ in 
many countries on account of 
their light construction. A little 
use soon demonstrates their 
strength and wearing quality. But 
exhibition of goods without a rep- 
resentative on the spot would be 
of little value, Exhibition of the 
wrong kind of vehicle would be 
folly, and this applies to many 
other lines of manufacture. In 
vehicles it simply doesn’t pay to 
try to ‘educate’ trade up to our 
notions. The so-called education 
is needed by the American manu- 
facturer, and on the spot is the 
place to get it. Our success has 
been based on building the kind 
of vehicles people want, no matter 
what the initial expense, if there 
was future business in it. A good 
deal of scolding has been done for 
the American manufacturer’s 
benefit on the supposition that he 
will not conform to the require- 
ments of foreign trade. My ex- 
perience in observation abroad is 
that a good deal of this scolding 
is pure competitive talk. To il- 
lustrate: Not long ago we rfe- 
ceived an order for a single set of 
wheels of a peculiar pattern. To 
produce them would have cost us 
five times what we could have 
asked for them. There was no 
future business in the order. So 
we declined to tear up our fac- 
tory system to fill this order. Such 
an incident may occur but once 
in a year, but it gets out, some 
active competitor in the field, a 
German salesman perhaps, ‘hears 
of it, and it becomes a_ stock 
drummer’s yarn to frighten buyers 
who mention American goods. 
Our emanufacturers make stuff to 
suit the foreign buyer when they 
go into export trade in earnest, 
and it is time to stop scolding. 
“One damper that can be put on 
a growing export business is the 
error of sending out the wrong 
kind of representative. Some 
t 





salesmen who are quite decent a 
home suddenly become offensive 
jingoes when they get into foreign 









PRINTERS’ INK. 


countries. Talk about the ‘great- 
est land the sun ever shone on,’ 
‘the Stars and Stripes forever,’ 
and so forth, isn’t pleasant to peo- 
ple who like the country they live 
in very well, and their own way 
of doing business, and all that. 
It pays to send out men who are 
quiet and tactful and liberal in 
their views—gentlemen. 

“One other point may be of in- 
terest. I subscribe to and read 
regularly a number of journals 
that keep me posted on conditions 
in our chiez foreign markets, The 
South American Review, African 
World, South Africa, British and 
South African Hardware Gazette 
and South American Trade Jour- 
nal—five publications issued in 
London, give complete summaries 
of conditions’ in South Africa and 
South America. To keep track of 
affairs in Australia it is well to 
read the leading weekly newspa- 
pers, among which I have selected 
the Australasian of Melbourne, 
the Sydney Bulletin, Sydney, N. 
S. W., and the Auckland News, 
Auckland, N. Z. For a local view 
of South Africa I take the Argus, 
Cape Town, and Gold Fields 
News, Johannesburg. The latter 
naturally bring financial and trade 
news quicker than the London 
trade journals. By watching the 
records of imports into each coun- 
try, the banking conditions, the 
state of general business, crop 
prospects and so forth, we are 
guided in the extent of our out- 
put for each country, and also 
have information that makes cor- 
respondence much more agreeable 
than if we were going it blind.” 








BarnHART & Swasey, Inc., of San 
Francisco, have sent out small contracts 
to horticultural papers and general 
magazines for the Fowler Nursery Co. 
advertising. ‘ 
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The German Weekly 


of National Circulation 


Lincoln Freie Presse 


LINCOLN, NEB. 
Circulation 149,281. Rate 35c. 
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The Pierce Publications gain 
66 per cent in Advertising in 
January and 69 per cent in 
February. 





The volume of cash adver- 
tising in the Pierce Publica- 
tions in January, 1906, was 
66 per cent greater than in 
January, 1905: and the gain 
in February was 69 per 
cent. 

The explanation of these 
immense gains is not far to 
seek. Large, bona-fide cir- 
culations, excellent service, 
generous co-operation with 
the advertiser and splendid 
returns tell the story. 

The Pierce Publications are the greatest group of 
agricultural and rural publications in the world. 
They appeal to the farmer—the. richest and most 
responsive advertising constituency. They cover 
Wisconsin, Iowa, [llinois, Minnesota, South Dakota, 
Nebraska, Kansas, Missouri, Oklahoma and Indian 
Territory—the garden of this continent. 

The Pierce Publications are THE IOwA HOME- 
STEAD, Des Moines, Iowa, the foremost weekly farm 
paper published, and able to prove over 50,000 
circulation in Iowa alone, with a total of over 
75,000; THE FARMER AND STOCKMAN, Kansas 
City, Mo., far the best weekly medium for reaching 
the Southwestern farmer; THE WISCONSIN FARMER, 
Madison, Wis., a splendid, growing weekly proposi- 
tion for the farmers of Wisconsin; TItE HOME- 
MAKER, a monthly for farmers’ wives, daughters 
and children—120,000 circulation, and THE FARM 
GAZETTE, a beautiful monthly magazine of 50,000 
circulation. 

Guaranteed circulation of the group, over 
285,000; advertising rate, $1 per agate line, flat. 
Reasonable rates for any single publication. 
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REAL ESTATE PUBLICITY. 
By Joel Benton, 


The possession of land has, from 
time immemorial, been considered 
the best example of assuring safety 
in values. Other property, like 
stocks and bonds—and even cur- 
rency itself—can easily take wings 
and fly away, but your portion of 
the planet in town or country is 
stable and real. It needs no lock 
and key and can be found exactly 
where you left it after your long- 
est absence. 

In time of financial unrest, or in 
an actual panic, when the bottom 
of almost everything called proper- 
ty seems to whisk about, the prop- 
erty owner feels that his realty is 


well named. Even if it loses some-. 


thing in value, it cannot be ex- 
tinguished and some future day 
that part which was taken from its 
price will be likely to return, and 
sometimes with new increment. 

In recent years real estate deal- 
ers have, in many cases, enlarged 
their field and functions from be- 
yond the towns and localities bear- 
ing their address. A few claim 
to handle properties all over the 
United States and in other coun- 
tries, so that by letter they can 
riame for your purchase places for 
residence or business use of just 
the sort desired. 

In the documents describing 
country residences the modern ad- 
vertiser is sometimes seductively 
poetic in his accounts. He em- 
ploys the luxuriant style of Rus- 
kin, or of Alexander Smith in his 
“Dreamthorp,” to tell you of the 
lazy but dreamful stream that 
winds around the -house, of the 
near-by lake where fishing abounds, 
the umbrageous woods and so 
forth. All this is well. He puts 
in his asservation, firmly made, 
that there are “no mosquitoes” 
near the property which he por- 
trays—and that too is not amiss. 
But not quite often enough, I 
think, does he make it seem sure 
that the drinking water is pure and 
without baneful germs. 

In these modern days we have 
all come to know that what is call- 
ed “malaria” or bad air, is really 
not bad air at all but bad water. 
Now there is one country resi- 
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dence that I know where for more 
than one hundred years no zymotic 
disease has recurred while one 
mile away,’in another, seven mem- 
bers of a family of eight died with- 
in a few weeks of the deadly ty- 
phoid. This difference was caused 
by the difference between absolute- 
ly pure spring water on the first 
place and a contaminated well on 
the other. In view of such facts, 
the production of the health con- 
ditions set prominently forth is of 
persuasive importance, 

Ir speaking of real estate as a 
conserver of value I do not forget 
that it can be made to absorb large 
sums that do not always come 
back. But if a wealthy purchaser 
wishes to put $50,000 or a few 
hundred thousand on a place, he 
does not expect returns in cur- 
rency values; but he gets it, or sup- 
poses he does, in personal satisfac- 
tion. Very few wealthy experi- 
menters of this sort fail to know 
that another wealthy buyer may 
not want their particular home and 
so, when it comes to be sold, they 
are aware that some capital must 
be lost. I have known of a coun- 
try place that cost three hundred 
thousand dollars that, some years 
after, while still in good condition, 
could be bought for less than thirty 
thousand dollars. 

Facts like this have their value 
to the real estate dealer as they 
make a capital inducement to in- 
tending buyers, who could not any- 
where near pay the original price, 
to buy advantages they could never 
otherwise possess. What the rich 
man has profusely scattered, there- 
fore, there are any number of op- 
portunities for the man of moder- 
ate means to attain. In realty ex- 
changes of city for country prop- 
erty, and the reverse, and in the 
plotting of suburban traits, keen 
and well-written descriptions are 
useful and common. But the press 
mediums in which they can appear 
to advantage must reach readers 
who are mainly well to do. In 
some papers where the bargain- 
counter advertisement is quite at 
home, real estate advertising 
would make no headway. 

City properties that can go 
farther skyward should be appro- 
priately noted and now that build- 








OW 2 ie em eee Am 





PRINTERS’ INK. 


ers and laborers in the city are at 
hostile odds, some increment in 
prices, for such buildings as their 
owners will sell, can be argued as 
a good reason for their disposal. 
The real estate dealers are by no 
means the most sluggish in their 
advertising. By photographs of 
property, and free tickets to its 
location, and many other devices, 
they have created no little interest 
in what they offer. But they can- 
not wholly overcome the fact that 
property demands in realty have 
always an ebb and flow—a high 
tide and a low tide. And they 
must do as other good advertisers 
do—keep their wares in view with 
rather more insistence when the 
season for selling is dull. 


ooo 
AN ADVERTISING PLAN. 

We wonder how many retail drug- 
gists, in the medium sized towns espe- 
cially, take advantage of all the op- 
portunities for the best kind of adver- 
tising, and gratuitous at that, afforded 
by their local newspapers. The pub- 
lishers of these newspapers are anxious 
for items of interest, and the druggist 
has an opportunity to furnish them 
with many. For instance, he may take, 
as a text, any subject of local, national 
or even world-wide interest, and weave 
about it an interesting story concerning 
some rare or even well-known drug 
from the locality mentioned, if it be a 
foreign country, taking care to see that 
the editor gives him credit for the in- 
formation, and _ stating, incidentally, 
that specimens of the drug may be 
seen in the window of Mr. Blank, the 
druggist. 

If there has been a case of poison- 
ing, whether accidental, or with mur- 
derous or suicidal intent, and whether 
it be of only local or national interest, 
let the druggist furnish his local editor 
with descriptive details regarding the 
drug used, its origin, its appearance, its 
therapeutic action, etc. The editor will 
be glad to get it, will give the drug: 
gist proper credit for the information, 
and will mention that the druggist will 
be glad to show any one _ interested, 
samples of the poison such as was used. 

These are only hints, but they should 
Prove sufficient to show the druggist an 
avenue of advertising, which, though 
seldom used by them, is constantly 
used by well-known physicians, with 
modifications to suit their profession, a 
perfectly proper form of publicity and 
one which 


costs 
Druggist. 


nothing.—Western 


_ Tue important part of every business 
1s to know what to do next.—Exchange, 


Constper well before you begin; 
when you’ve decided, act promptly.— 
Citrus Manual, 





Taking into consider- 
ation the number of 
copies sold, the char- 
acter of the circula- 
tion and the price 
charged for advertis- 
ing, THE CHICAGO 
RECORD - HERALD 
is the best advertis- 
ing medium in the 
United States. It is the 
only morning paper 
in Chicago that tells its 
circulation every day. 














Thousands of Des Moines people read 
no other Des Moines newspaper. 


Che 


Des Moines 
Capital 

covers Des Moines as few citiesin the United 
States are covered by Newspapers. e 
Capital, so far as city circulation is con- 
cerned, is entitled to rank with such papers 
as the Chicago Daily News. Kansas City 
Star and the Indianapolis News. No other 
newspaper is necessary to cover either Des 
Moines or Central Iowa. soe national ad- 
vertisers are now using the ital exclus- 
ively. The Capital regularly publishes more 
advertising in six issues a week than any 
competitor in seven. 

The rate is 5 centsa line flat. Classified 


advertising rate, 1 cent a word. 
The circulation exceeds 40,000 daily. 


EASTERN OFFICES: 
CHICAGO, NEW YORK, 
87 Washington St. 166 World Building. 


LAFAYETTE YOUNG, Publisher. 
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A SPECIALTY STORE FOR 
CHILDREN’S CLOTHES. 


The Juvenile Shop, at 1620 
Chestnut street, Philadelphia, is 
said to be one of three retail 
stores in this country devoted al- 
most entirely to children’s clothes. 
New York has a similar institu- 
tion, and Chicago the third. The 
Philadelphia concern was estab- 
lished about two years ago by 
three brothers named Embick, 
under the name of W. H. Embick 
& Sons. These ‘brothers, with two 
others, own a men’s tailoring busi- 
ness founded by their father, but 
as the older business did not seem 
to offer a field for five of them, 
three withdrew and set up inde- 
pendently. Selection of a line to 
embark in ‘was a matter of some 
difficulty, ‘but the idea of a shop 
devoted to children’s clothing ap- 
pealed to them because of its nov- 
elty, first, and also because people 
are markedly susceptible to any- 
thing that appeals to their chil- 
dren. It was believed that a con- 
cern like the Juvenile Shop, be- 
sides being “different,” would 
have an advantage in advertising 
and growing into public favor, as 
its offering would often interest 
people and induce them to buy for 
their children at times when they 
might not -be inclined to buy for 
themselves. 

The Juvenile Shop has more 
than come up to these expecta- 
tions. Through aggressive meth- 
ods and a moderate amount of 
newspaper advertising the bro- 
thers have been able to realize in 
two years a growth that was set 
for five at the outset. Their suc- 
cess and methods seem to be val- 
uable as suggestion to retailers 
who might find an opening for a 
similar enterprise in smaller cities, 
or to department store managers 
who are inclined to set aside a 
distinct children’s store and push 
it through special advertising. 

“We have not used very large 
newspaper spaces,” said Frank 








Embick, who has charge of the 
advertising, “because our expendi- 
ture was limited. But we have 
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succeeded in making a distinct im- 
pression on Philadelphia. During 
the first year we gave attention 
chiefly to explaining what the Juve- 
nile Shop is rather than to direct 
offers of goods. High-class trade 
was what we had in mind, and our 
location here on Chestnut street, 
several blocks away from the 
shopping district proper, made it 
desirable to talk about quality of 
goods, the advantages of buying 
in a shop devoted to children’s 
clothes, and so forth. Perhaps we 
talked too much along general 
lines—did too much explaining. If 
the work ‘were to be done over 
again I think I should begin to 
make priced offers sooner. Peo- 
ple got the notion that the Juven- 
ile Shop was too good for them— 
too exclusive and therefore be- 
yond their means. We found that 
many women came up from the 
shopping district to look at goods 
in our windows, but seemed 
afraid to come in. No matter how 
much money people have, they like 
to know prices in advance. There- 
fore, after a year, ‘we began 
to make priced offers the feature 
of each day’s ads, with the result 
that business increased immediate- 
ly. How much of this increase 
was due to the preparation that 
had gone before, however, would 
be hard to say. A  moderate- 
price offer by a shop that has a 
reputation for quality and exclus- 
iveness is unquestionably more at- 
tractive to the public than the 
same offer or even a cheaper one 
from an establishment known only 
in connection with bargains, 

“As we gained experience there 
has been more and more a dis- 
position to let brief descriptions, 
with prices, tell our daily news- 
paper story. The Juvenile Shop 
obviously has goods and methods 
that would furnish material for 
attractive advertising talks—the 
gossipy style of talk about ma- 
terials, workmanship, oddities, and 
so on, that is indulged in by so 
many ddvertisers. But we con- 
cluded that too many advertisers 
were talking, talking, talking 
about the side issues of theif 








— 
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goods. Besides, we hadn't the 
space to indulge in gossip. So we 
have stuck to prices and brief de- 
scriptions. / 

“At first we went into two 
morning papers and one afternoon 
paper. Our ads were necessarily 
small. Some time ago we aban- 
doned both morning papers and 
enlarged our announcements in the 
evening medium, the Bulletin. 
From three to eight inches double 
column every day is our expendi- 
ture in this paper, and we now 
believe it was wise to concentrate, 
The cost is less than for three 
newspapers. What is saved we 
put into mail advertising. Yet if 
we could afford it you may be 
sure we'd use more newspapers. 
I should like to add a morning pa- 
per now. Persistence counts so 
much in retail advertising that I 
am convinced the money we spent 
in the two morning papers dur- 
ing the first year was partly 
wasted. There was some imme- 
diate return from the advertising, 
but when we centered our cam- 
paign on one paper we practically 
lost all the cumulative effect of 
our expenditure in the morning 
papers. If you talk to the readers 
of a paper for a whole year, and 
then suddenly stop, it ds clear to 
me that you lose a distinct audi- 
ence, with the benefit of costly 
preparatory work, and that audi- 
ence can’t be reached through 
other papers. 

“Our maf advertising takes the 
form of a style booklet issued 
every three months, and we also 
have a catalogue. These are mail- 
ed to lists of names taken from 
the Blue Book, and from other 
sources—the secret of results here 
is altogether in careful selection 
of names. Some of the best are 
taken from our own order 
records.” 





~<oeo- —_—_ — 
Don’t discount ideas; to-day’s 
achievements are  yesterday’s ideas 
grown-up. Don’t lose them by neglect, 
Don’t reason them to death.—Citrus 
Manual. 


+o 

KEEP going. The inspiration that 
comes to a busy man is the one an 
idle man waits for—Citrus Manual, 
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NOVELTIES WANTED. 


Manufacturers of Tubular Lanterns, 
Street Lamps, Driving Lamps, Auto- 
mobile Lamps, Bicycle Lamps, 
Railroad _ Lanterns, 

Signal Lamps. 

New York, U. S. A., Mar. 8, 1906. 

Editor of Printers’ INK: 

A prominent manufacturer of window 
screens is sending out as a souvenir, a 
set of lithographed (I presume) but- 
terflies. These are in colors and em- 
bossed. I will be pl:ased to have the 
address of the manufacturer of such 
articles. Perhaps you can furnish it 
to me. Yours very truly, 

Oscar WarRNER, 
R. E. Dietz Company. 


ee 
EXPLANATION. 


Special Representative New England 
Newspapers, 
2 Beacon Street. 
Boston, Mass., March 8, 1906. 
Editor of Printers’ INK: 

In mentioning, in your issue of 
March 7th, the rate of ‘“‘about $2 per 
inch” for the combined list of the fol- 
lowing eight Maine dailies, viz.: 
Augusta Journal, Bangor Commercial, 
Bath Times, Biddeford Journal, Port- 
land Express, Lewiston Sun, Rockland 
Star, and Waterville Mail, I think you 
should have stated that an advertiser 
contracting for one thousand inches 
could secure a rate of $1.65 per inch. 
And, if plates are furnished, $1.46 
per inch. And, further, if an adver- 
tiser will use a six-inch advertisement 
every other day for one year, the 
rate is $1.19 an inch (seven and four- 
fifths cents per line) for the combined 
eight papers, with a total circulation 
of 40,800 copies daily. 

The latter is less than one-fifth of a 
cent per line per thousand, and every 
advertisement would run in guaranteed 
full position. 

Knowing the wide circulation of 
Printers’ Ink, I trust you will give 
space to this explanation in your next 
issue, and greatly oblige, 

Jutius MATHEws. 
——_ <> 


A CORRECTION. 
Boston, Mass., Mar. 10, 1906. 
Editor of Printers’ INK: . 
You recently published that Mr. 
Albert A Tanyane, our former adver- 
tising manager, had resigned his posi- 
tion with us. This was not so, for 
good and obvious reasons we were 
obliged to dispense with his services. 
Yours very truly, 
Human Lire Pustisuinc Co., 
W.. F. Smith, Treasurer. 








_——+¢.——__— 
“GIVE me a package of chewing- 
gum.” 
“We, don’t keep such things.” 
“Wel, vou’ve got a card in the 
window that says ‘Typewr‘ter Sup- 
plies.’’"—Houston Post. 
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WORKING CLOSE TO THE 
RETAILER ON CORSETS. 


An excellent word forms the 
motto for the corset advertising 
of the Warner Brothers Company, 
New York. This word is “Co- 
operation.” The company’s ex- 
ploitation of “Redfern” and 
“Warner’s Rust-proof” ‘corsets is 
keyed on the retailer’s ability and 
readiness to take care of results. 
“We are willing to grind the mill 
of publicity ‘at greater speed each 
season,” the company says, “if you 
will meet us on the ground of co- 
operation.” 

Co-operation has been so suc- 
cessful in this case, despite what- 
ever sour critics may say about 
the disposition of department and 
dry goods stores to “knife” trade- 
mark goods, that the company’s 
advertising operations during 1906 
will ‘be more extensive than ever. 
They. are so extensive now that 
a regular printed book is issued, 
containing its advertising pro- 
gramme, so that retail stores may 
profit to the last inquiry by what 
is being done. The Warners go 
much further than printing gen- 
eral ads in magazines, though that 
is the first step. Women’s maga- 
zines make up almost the entire 
list, with concentration in a few 
of the foremost. “Warner’s Rust- 
proof” line is to be advertised 
this year in Ladies’ Home Jour- 
nal, Delineator, Designer, New 
Idea, Woman’s Home Companion, 
Ladies’ World, Youth’s Compan- 
ion and Saturday Evening Post. 
“Redfern,” a finer line, evidently, 
goes in Vogue, Life, Harper’s 
Bazaar and Theater Magazine, 
The company estimates that 5.767,- 
628 copies of these publications 
are put out monthly, ‘and 25,000,- 
ooo readers reached. Its medium 
to supplement this compact list is 
found in the theater magazine, 
which the company — evidently 
values thhighly as a means of reach- 
ing the best class of women. These 
are used only on a national basis— 
programmes of the better theaters in 
New York and Chicago. 

To help the dealer turn this 
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publicity into sales the company 
maintains an advertising depart- 
ment that is always willing to 
write his newspaper copy for him, 
furnish him cuts, hangers, street- 
car cards, magazine illustrations, 
posters to be hung in store ele- 
vators, etc. In the advertising pro- 
gramme itself are printed 150 
newspaper ads ready for use, but 
the company realizes the value of 
making this service individual, and 
has, in a most commendable man- 
ner, eliminated the wooden: char- 
acteristics of a stereotyped “ad 
service.” Its form ads are written 
with genuine knowledge of de- 
partment store and dry goods con- 
ditions. Instead of the academic 
stuff so freely recommended for 
the retailer’s use (and which he 
would be a chump to use at all, 
usually), almost any of these ads 
might be inserted in a Wanamaker 
or Marshall Field page and de- 
tract not at all from its individ- 
uality. The cuts have corset and 
style value, a very different thing 
from artistic value; yet they are 
not stiff. Co-operation also means 
writing special matter for any re- 
tailer who asks for it. One feat- 
ure of this special copy service 
that seems to be new is that of 
furnishing matter for the special 
fashion sheets sold by the But- 
terick, May Manton, Ladies’ 
Home Journal and McCall pattern 
concerns. The retailer buys these 
in quantities and distributes them. 
The pattern people print on his 
sheets a corset ad for his own de- 
partment, as well as ads for other 
lines. On presentation of an order 
from the retailer the Warner 
Brothers’ advertising department 
attends to writing and placing this 
copy here in New York, as long 
as he may desire, both for corset 


and other departments. The War- 
ner advertising is placed, and 
very largely directed, by the 
Root Newspaper Agency. The 


company’s plant is now a city in 
itself, with 200,000 feet of floor 
space, 2,000 operatives and 8,000 
persons dependent on the sale of 
the product, which is marketed 


over the whole world, 
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SHOP SHOTS. 


A bargain sale will not go off 
better for the making of the goods 
to look cheap. Make the goods 
look their best—worth every cent 
you can; then make the price look 
cheap. 


* * * 


The children are your most dis- 
cerning customers. Every child 
well treated means a grown-up 
friend for your store. 

* * . 

Many a clerk has made cus- 
tomers for the store ‘by being pos- 
sessed of patience unlimited. Pa- 
tience is to salesmanship what oil 
is to an axle. 

* 


* 


* * 


If your clerks do not exercise 
patience in serving customers, do 
not lose your patience in trying 
to teach them the virtue. 

* * * 

The clerks who co-operate with 
the management toward the mak- 
ing of the successful store are the 
clerks toward whose advancement 
the management will co-operate. 
Success is the fruit of co-opera- 
tion and reciprocity, 

* * 


Lots of young fellows go into 
a store to work with the notion 
that from that time they own half 
the store. It’s a mighty good 
thing for any man to keep a pretty 
sharp line drawn in his mind be- 
tween “mine and thine.” 

* * * 

Study the store windows in the 
nearest large city to you. If you 
have no business that takes you to 
the business centers, make it your 
business to go for the purpose of 
studying store windows. 

* * * 

You may be as full of ideas as 
an egg is of meat, and yet the 
other fellow will think of things 
that never occurred to you. Study 
the methods of every live mer- 
chant whose business is within 
reach, 

* * * 

The window is the illustrated 
supplement of the store. In it are 
pictured the best things the store 
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has to offer, arranged in the best 


possible style. Everyone likes to 
look at the supplement if it is a 
good one. 

* x 

The clerk who gets grouchy 
when asked to do something a 
little out of his regular work, 
something “he wasn’t hired to do,” 
is likely to find his employers 
rather slow in raising his wages 
for doing just so much. 

* * * 

Mr. Employer, there is the same 
sort of human nature in a clerk 
that there is in anybody else and 
it takes the same sort of treat- 
ment to get it out. 

* * * 

Every dog has his day and the 
merchant who finds himself load- 
ed up with a big stock of Irish 
setters when bull terriers are all 
the rage, won’t do very much 
business. 

* 

You can spot the cigarette clerk 
as far as you can see him. He 
belongs in the “Quitter” class and 
isn’t capable of struggling with 
anything or anybody. He is in the 
hands of fate. 

* * 

Many a promising business man 
has been spoiled by thinking that 
he had arrived at the private office 
stage when he really oughtn’t to 
be thinking yet of graduating 
from the counter. 

* * * 

Thou shalt not tempt thine em- 
ployee. Any clerk who has the 
temptation to steal thrown in his 
face forty times a day is pretty 
apt to see a day when he'll need 
money and take it. 

* * * 

Better to have fifty things down 
in your “want book” and decide 
not to order them, than to fail to 
put down one that you really 
need. 


* 


* * 


* 


* * * 


None of the new ways for doing 
‘business and getting it amount to 
much if you don’t have what peo- 
ple want to buy and have it when 
they want to buy it, 
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NORTH CAROLINA AS AN 
ADVERTISING. FIELD. 


AN INTERVIEW WITH THE BUSINESS 
MANAGER OF THE RALEIGH “NEWS 
AND OBSERVER.” 


Mr. W. H. Bagley, business 
manager of the News and Ob- 
server, of Raleigh, North Caro- 
lina, runs up to New York oc- 
casionally to keep in touch with 
advertising patrons of lis paper 
and to consult wit’ Mr. Frank R. 
Northrup, manager of the foreign 
advertising depari‘ment of the 
News and Observer, whose offices 
are in the St.gPaul Building, 220 
Broadway. On his last trip Mr. 
Bagley was interviewed by a re- 
porter of Printers’ Ink. Speak- 
ing of his own paper he,said: “We 
are adding to our circulation at 
the rate of about 1,000 new sub- 
scribers a year. In 1903 the av- 
erage circulation of the News and 
Observer was 8,201 copies a day. 
In 1904 our circulation was 9,II1 
and in 1905 we reached a daily 
average of 10,202 copies. We are 
printing to-day about 10,680 copies 
a day. The News and Observer 
has over 10,000 actual subscribers 
on its book and is the only paper 
in North Carolina of which this 
can be said.” 

Questioned concerning his defi- 
nition of the word “circulation” 
Mr. Bagley said: “I conform to 
Mr. Rowell’s definition that cir- 
culation is the actual number of 
perfect copies printed. Perhaps 
this definition is not an ideal one 
but it is the only one that the pub- 
lisher of a paper can conscien- 
tiously swear to. Every publisher 
is able to state the actual number 
of perfect copies printed if he 
wishes to, but he cannot accurate- 
ly state what becomes of the pa- 
pers ‘after they pass out of his pos- 
session. A thousand copies might 
be destroyed by fire in some other 
town or a dozen copies might be 
destroyed by a newsboy falling in- 
to a mud puddle without news of 
the occurrence reaching the ears of 
the publishers. In our own office 
we keep a record of the number of 
perfect copies printed each day, 


and the number of papers sent to 
bona-fide subscribers is within a 
few hundred of the number of 
papers actually printed. We have 
a very small exchange list and 
we do not give free copies to mu- 
nicipal employees as some publish. 
ers are in the habit of doing. Still, 
I see no reason why a publisher 
who chooses to present a copy of 
his paper each day to the mayor 
of his town and other officers and 
employees of the city government 
should not include such copies in 
his statement of circulation. <A 
policeman who receives a_ free 
copy of a local paper iis quite as 
apt to be influenced by an adver- 
tisement contained in that issue as 
h. would if he had bought the 
paper himself. Here in New 
York I have often seen people in 
the elevated trains pick up a paper 
that some one else had Jeft behind 
them and take it with them, pos- 
sibly to their homes where three 
or four other persons may have 
read it. In such cases the adver- 
tiser stands a better chance of 
being benefited by the people 
who didn’t pay for the paper than 
from the man who did. It is im- 
possible to tell how many readers 
a paper may have, but it is possible 
to tell how many copies of a pa- 
per are printed and for this reason 
I believe Mr. Rov.ell is right in 
insisting that circulation means, or 
should mean, the number of cop- 
ies printed. It is one thing the 
publisher can state positively of 
his own knowledge, and I believe 
that in the vast majority of cases 
the number of copies printed will 
conform very closely to the num- 
ber of copies actually sold. Prevarica- 
tion is cheaper than paper. and the pub- 
lisher who would not hesitate to act a 
lie will probably choose the least ex- 
pensive method of deceiving the 
advertiser.” 


Speaking of Raleigh Mr. Bagley 
said that its importance was not 
fully indicated by the census fig- 
ures. “We have,” he said, “a 
population of 27,000 although the 
census credits us with only 13,- 
643. This is due to the fact that 
the city limits have never been 
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extended, nor are they likely to be 
since the number of people who 
live outside the city limits is 
greater than those who live with- 
in them, and since taxes are great- 
er within the city limits, those on 
the outside always vote down any 
proposition to bring them within 
the jurisdiction of the city. There 
is no visible dividing line, how- 
ever, between the city proper and 
that part which lies beyond the 
limits of the old municipality. 
The town is built up solidly in all 
directions.” 

Since the Post, a morning paper, 
suspended publication a few 
months ago there are only two 
daily papers published in Raleigh 
—the News and Observer, a morn- 
ing paper (of which Mr. Bagley: 
is business manager), and the 
Times, an afternoon paper. With 
the exception of the three papers 
published at Charlotte, the News 
and Observer is the only North 
Carolina daily that last year fur- 
nished Rowell’s American News- 
paper Directory with a statement 
of circulation so complete as to 
entitle it to a numerical rating. 

“In 1904,” said Mr. Bagley, “the 
News and Observer had an aver- 
age circulation of 9,111 copies, 
which are the figures given in the 
last issue of Rowell’s Directory. 
Last year we gained more than 
a thousand subscribers, and our 
Statement for 1905 will. show an 
average daily circulation of 10,202 
copies. Our paper sells for five 
cents a copy but we have practi- 
cally no street sales whatever. The 
News and Observer is delivered 
daily to subscribers in Raleigh at 
their homes, and is mailed to out- 
of-town subscribers on the early 
morning train. We reach every 
town withing 150 miles of Raleigh 
before breakfast time, and every 
town in the State of North Caro- 
lina by four o’clock in the after- 
noon.” 

_Mr. Bagley is inclined to be- 
lieve that general advertisers will 
do well to study the North Caro- 
lina field. The people of the State, 
he says, are more prosperous this 
year than ever before, The cot- 
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ton and tobacco crops—the prin- 
cipal staples of the State—are both 
good and the ruling prices are 
high, The cotton crop alone 
will net twice the amount it 
brought last year. The farmers 
of the State were never in better 
financial condition and are in- 
dulging in pianos and other lux- 
uries. North Carolina depends on 
the northern and western States 
for nearly all of its manufactured 
products and Raleigh jis the dis- 
tributing center. 

Asked to suggest a good list 
of papers for the general advertis- 
er, one that would cover the State 
of North Carolina thoroughly, Mr. 
Bagley said: “Well, put down the 
News and Observer, my own pa- 
per, first; not because it is mine 
but because it really has the larg- 
est circulation of any daily pub- 
lished in North Carolina. I am 
quite sure that none of the other 
papers will dispute that statement, 
The Times, the only evening pa- 
per published in Raleigh, is a good 
medium, too. In Charlotte, a town 
of about 20,000 population, I 
would recommend the Observer, a 
morning paper to which Rowell’s 
Directory accords the “gold 
marks,” and the News, an after- 
noon paper. Other good papers for 
the general advertiser to use are 
the Wilmington Morning Star, the 
oldest paper in the State, the 
Winston-Salem Twin City Sentt- 
nel and the Greensboro News and 
Telegram. No, I don’t care to ex- 
press an opinion concerning the 
circulations of ‘the papers I have 
named. It is my opinion, however, 
that the general advertiser who 
wishes to cover the State of 
North Carolina will make no mis- 
take if he selects the papers I have 
named, and I may add that aside 
from the News and Observer, of 
Raleigh, I have no interest in 
recommending any of them.” 





A YOUNG LApy went into a well-known 
establishment a few days ago and said 


tionery?”’ 
“No, miss,” replied the man; “if I 
did I should lose my job.—Head- 


light, 
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ARKANSAS. 


Below is presented a complete 
list of all the newspapers and 
periodicals: published in Arkansas, 
to which Rowell’s American 
Newspaper Directory has ever ac- 
corded or that have ever placed on 
file, with the Directory, any claizn 
to kave printed issues averaging so 
many as a thousand copies for the 
period of a full year. 

The records are gleaned from 
rdvance pages of the Directory for 
1906, which will be issued to sub- 
scribers the latter part of May 
hext (subscription price $10). 

In the issue of Printers’ INK 
for March 28th, the newspapers 
of California will be dealt with, 
followed later by the States of 
Colorado, Connecticut, Delaware, 
and so on, until all the States 
and territories have had attention, 

For a thorough understanding 
of these State reviews of newspa- 
per conditions it should be borne 
in mind that the average edition 
printed is always ascertained by a 
count of the actual number of 
complete copies of each separate 
issue, the total being ascertained 
by adding the numbers expressing 
the separate issues; this total 
when divided by the number of 
separate editions reveals the aver- 
age edition for the period of a 
full year. 

Any one who has not at hand 
a copy of the latest edition of 
Rowell’s American Newspaper Di- 
rectory (1905) can obtain one by 
mail, postage paid, by remitting 
the price ($10) to The Printers’ 
Ink Publishing Company, No. 10 
Spruce St., New York. 

ARKANSAS. 
Argenta, North Little Rock Times, 
weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 


ance of a rating to that effect. It has not 

since made any renewa! of the claim. 

Arkadelphia, Southern Standard, 
weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 


formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal of the claim. 
Batesville, Guard, weekly: 

Copies printed: This paper has had 
credit for issuing more than 1,000 
copies weekly since 1901, but has never 
made a circulation statement that was 
entirely definite and satisfactory. 
Beebe, White Co. News, weekly: 

Copies printed: This paper had credit 
for an average issue of 1,683 in 1903, 
of 1,810 in 1904, since which time it 
has not furnished a report, but was 
credited with printing more than 1,000 
copies for the year 1905. 

Benton, Saline Times-Courier, weekly: 

Copies printed: Had credit for an 
average issue of 1,017 for the year 
1902, but has not since made claim to 
issuing so many as 1,000 copies. 
Bentonville, Benton Co. Democrat, 

weekly: 

Copies - printed: Had credit for an 
issue of 1,500 for the year 1898, but 
has not since made claim to is 
suing sO many as 1,000 copies, 
Bentonville, Benton +Co. Sun, weekly: 

Copies printed: Had credit for an 
average issue of 1,605 in 1903, since 
which time it has not furnished a 
satisfactory report, but was credited 
with printing more than 1,000 copies 
for the year 1905. 

Bentonville, A. O. U. W. Guide, 
monthly: 

Copies printed: The highest circu- 
lation ratings ever accorded this paper 
were 5,433 for the year 1903, and 
5,500 for the year 1905. It is entitled 
to a place on the Printers’ Ink Roll 
of Honor. 

Camden, Beacon, weekly: 

Copies printed: Had credit for an 
average issue of 1,279 for the year 
1896, but has not since made claim to 
issuing sO many as 1,000 copies. 
Camden, Ouachita Herald, weekly: 

Copies printed: Has had credit for 
issuing more than 1,000 copies weekly 
since 1903, but has never made a cir- 
culation statement that was satisfactory. 
Clarksville, Johnson Co. Herald, 

weekly: 

Copies printed: Had credit for an 
average issue of 1,728 in 1895, since 
which time it has not furnished a sat- 
isfactory report, ‘but was credited with 
printing more than 1,000 copies for the 
year 1905. 

Conway, Log Cabin-Democrat, weekly: 

Copies printed: Had credit for an 
average issue of 1,617 in 1904, since 
which it has “hot furnished a report, 
but was credited with printing more 
than 1,000 copies for the year 1905. 
Dardanelle, Post-Dispatch, weekly: 

Copies printed: Had credit for an 
average issue of 1,932 for the year 
1898, but has not since made claim to 
issuing so many as 1,000 copies, 

De Queen, Bee, weekly: 
Copies printed: Had credit for an 
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average issue of 1,038 for the year 
1898, but has not since made claim to 
issuing so many aS 1,000 copies, 

Eldorado, Union Co. Tribune, weekly: 

Copies printed: 1,057 in 1896. In 
1903 it claimed to issue more than 
1,000 copies, but its circulation report 
was not such as to establish the claim 
and it has not been since renewed. 
Eureka Springs, Times-Echo: 

Copies printed: For the year 1899 
the weekly edition of this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information as 
would warrant the accordance of a 
rating to that effect. It has not, since 


made any renewal of the claim, 


Fayetteville, Arkansas Sentinel: 

Copies printed: The weekly edition 
of this paper had credit for an issue 
of 1,500 in 1898, since which time it 
has not furnished a satisfactory report, 
but was credited with printing more 
than 1,000 copies for the year 1905. 
Fayetteville, Democrat, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewa! of the claim. 


Fayetteville, Washington Co. Review, 
weekly: 

Copies printed: For the year 1902 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal of the claim. 
Fort Smith, News Record, evening and 

Sunday: 

Copies printed: This paper had credit 
for 2,160 copies in 1902, since which 
time it has not furnished a report, but 
was credited with printing more than 
1,000 copies for the year 1905. 
Fort Smith, Times, evening 

Sunday: 

Copies printed: Not less than 1,000 
in 1902, average issue 3,376 in 1904 
and 3,781 in 1905. Is eligible for the 
Printers’ INK Roll of Honor. 

Fort Smith, Elevator, weekly: 

Copies printed: 6,577 in 1897, since 
which its reports have not been satis- 
factory, but is credited with issuing 
more than 2,250 in 1905. 

Fort Smith, Uniow Sentinel, weekly: 

_ Copies printed: 1,298 weekly average 
In 1904 and 2,033 in 1905. This paper 
is eligible for a place on the PRINTERS’ 
INK Roll of Honor. 

Greenwood, Democrat, weekly: 

Copies printed: For the year 1902 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal of the claim. 
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Harrisburg, Modern News, weekly: 

Copies printed: For the year 1902 
and again in 1903 this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information as 
would warrant the accordance of a 
rating te that effect. It has not since 
made any renewal of the claim. 
Harrison, Times, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal of the claim. 


Helena, World: 

Copies printed: For the year 1903 
the weekly edition of this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information as 
would warrant the accordance of a 
rating to that effect. It has not since 
made any renewal of the claim. 


Helena, Baptist Reporter, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect, It has not 
since made any renewal of the claim. 
Hot Springs, News: 

Coptes printed: For the year 1903 
the weekly edition of this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information as 
would warrant the accordance of a 
tating 1o that effect. It has not since 
made any renewal of the claim, 


Hot Springs, ‘Arkansaw Thomas Cat, 
weekly: 

Copies printed: 4,949 weekly in 1900. 
Since which its reports have been 
faulty, but was believed to print more 
than 2,250 in 1905. 

Hot Springs, Medical Journal, monthly: 

Copies printed: This paper had credit 
for issuing 1,000 copies regularly in 
the year 1902, but has not since set up 
any claim for issuing so many. 
Jonesboro, Sun, weekly: 

Copies printed: In 1899 this paper 
had credit for issuing 1,125 copies reg- 
ularly. In 1902 it was credited with 
issuing more than 1,000 copies, but no 
statement to warrant such a rating has 
been urged since that time. 


Lamar, News, weekly: 

Copies printed: For the year 1903 
this paper seemed to. assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal of the claim. 
Little Rock, Arkansas Democrat, even- 

ing and weekly: 

Copies printed: No definite and _ sat- 
isfactory circulation report was ever 
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received from this paper, but it was 
believed to issue in 1905 more than 
4,000 copies daily and more than 2,250 
weekly. . 
Little Rock, Arkansas 
morning and weekly: 
Copies printed: Daily has grown 
from 5,823 in 1901 to 10,284 daily in 
1905, and the weekly from 7,682 in 
1904 to 8,122 in 1905. This paper is 
entitled to place on the Roll of Honor 
and is universally regarded as the best 
advertising medium in Arkansas. 


Little Rock, Arkansas Methodist, 
weekly: 

Copies printed: This paper although 
admitting that it does not keep records 
such as would permit of preparing de- 
finite and exact circulation statements 
does not commonly hesitate about stat- 
ing its issues in even thousands—gen- 
erally 11,000 or 10,000. It was be- 
lieved in 1905 to have actually printed 
more than 7.500 weekly. 

Little Rock, Baptist Advance, weekly: 

Copies printed: 4,550 weekly in 1903, 
and 5,113 in 1904, and believed in 
1905 to have issued more than 4,000 
copies. 

Little Rock, Baptist Vanguard, weekly: 

Copies printed: This paper had credit 
for issuing more than 1,000 copies reg- 
ularly in the year 1904, but has not 
since set up any claim for issuing so 
many. 

Little Rock, Mosaic Guide, weekly: 
printed. No definite  satis- 


Gazette, 


Copies 
factory report was ever received from 
this paper, but it was believed in 1905 
to have printed more than 2,250 copies, 


Little Rock, Searchlight, weekly: 

Copies printed: Not less than 3,000 
in 1901, average issue 6,249 in 1900. 
Credited (probably erroneously) with 
issuing more than 4,000 weekly in 1905. 
Little Rock, State Republican, weekly: 

Copies printed: 3150 in 1903, for 
1904 actual average 5,252 and credited 
with issuing more than 4,000 copies 
in 1905. 
Little Rock, 

monthly: 

Copies printed: 8,930 
1901, in 1904 the average 
12,539, and was believed 
7,500 in 1905. 

Little Rock, Arkansas School Journal, 
monthly: 

Copies printed: This paper had credit 
for an average issue of 2,333 in 1900, 
of over 1,000 in 1902, since which time 
it has not furnished a report, but was 
credited with printing more than 1,000 
copies for the year 1905. 


Little Rock, Arkansas Sunday School 
Herald, monthly: 

Copies printed: 1,150 in 1904 and 
1,250 in 1905. This paper is entitled 
to place on the Rol! of Honor. 

Little Rock, Beacon Light, monthly: — 

Copies printed: 2,000 monthly in 
1902, and 3,510 in 1904. In 1905 be- 
lieved to issue more than 2,250 copies. 


Arkansas Homestead, 
monthly in 
issue was 
to exceed 
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Little Rock, Masonic Trowel, monthly: 
Copies printed: Claims to have is- 
sued monthly 2,000 copies in 1902, in 
1904 average issue of 2,300 and 2,000 
in 1905. Notwithstanding its tendency 
to round figurcs this paper is, by 
present usage, entitled to place on the 
PRINTERS’ INK Roll of Honor. 


Magnolia, Columbia Banner, weekly: 
Copies printed: 1,266 weekly in igor, 

since which no satisfactory report has 

been recorded, but was believed to 

have printed more than 1,000 copies in 

1905. 

Mammoth Springs, Monitor, weekly: 

Copies printed: For the year 1gor 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewa! of the claim. 
Mena, Star: 

Copies printed: The weekly edition 
of this paper had credit for issuing 
1,349 copies regularly in 1903, and was 
believed to print more than 1,000 in 
1905. 

Mountain Home, 
weekly. 

Copies printed: 
had credit for 


Baxter Co. Citizen, 

In 1898 this 
issuing 1,012 copies 
regularly. In 1903 as much was 
claimed for it, but no statement to 
warrant such a rating came to hand 
and no such claim has been urged 
since that time. 


paper 


Nashville, News, weekly: 

Copies printed: For the year 1903 
this paper ..emed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the ac- 
cordance of a rating to that effect. 
It has not since made any _ renewal 
of the claim. 


Newport, News: 

Copies printed: For the year 1903 
the weekly edition of this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information as 
would warrant the accordance of 2 
rating to that effect. It has not since 
made any renewal of the claim. 


Newport, Independent: 

Copies printed: For the year 1904 
the weekly edition of this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnish such definite information a 
would warrant the accordance of a 
rating to that effect. It has not since 
made any renewa! of the claim, and 
admits that it does not keep such 
records as would make it possible to 
prepare an accurate report of the edi- 
tions printed. 


Paragould, Soliphone: 

Copies printed: The weekly edition 
of this paper had credit for an issue 
of 1,900 in 1904, since which time it 
has not furnished a report, but was 





j 
l 
) 
, 
’ 
3 
i 
h 
0 
i: 























copies for the year 1905. 

Paragould, Democrat, weekiy: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal cf the claim. 
Piggott, Banner, weekly: 

Copies printed: For the year 1902 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal of the claim. 
Pike City, Cannon Ball, weekly: 

Copies printed: This paper has on 
two occasions indicated a desire to have 
credit for issping more than a thousand 
copies regularly, but such definite infor- 
mation as would warrant such a rating 
has not been forthcoming. 

Pine Bluff, Commercial, evening and 
weekly: 

Copies printed: For the year 1903 
this paper secmed to assert that it had 
an average issue exceeding 1,000 copics, 
for both its daily and its weekly edi- 
tions, but failed to furnish such definite 
information as would warrant the ac- 
cordance of a rating to that effect to 
either paper. It has not since made 
any renewal of the claim. 

Pine Bluff, Graphic, evening and semi- 
weekly: 

Copies printed: This paper has on 
three occasions indicated a desire to 
have creait for issuing more than 4 
thousand copies regularly for its daily, 
and has once claimed as much for its 
scmi-weekly, but such definite informa- 
tion as would warrant such a rating 
has never been forthcoming. 

Pine Bluff, Morning Courter: 

Copies printed: For the year 1903 
the weekly edition of this paper seemed 
to assert that it had an average issue 
excceding 1,000 copies, but failed to 
furnish such definite information as 
would warrant the accordance of a 
rating to that effect. It has not since 
made any renewal of the claim. 

Pine Bluff, Press-Eagle, weekly: 

Copies printed: ‘Lhis paper had credit 
or an average issue of 1,562 for the 
year 1895, but has not since made claim 
to issuing so many as 1,000 copies. 
Pocahontas, News-Herald, weekly: . 

Copies printed: No satisfactory cir- 
culation report ever came from this 
paper, but it has been credited since 
1903 with regular issues exceeding 1,000 
copies. 

Russellville, Courier-Democrat, weekly: 

Copics printed: No satisfactory cir- 
culation report ever came from this pa- 
per, but it was credited with issuing 
more than 1,000 copies weekly in 1905. 
Siloam Springs, Herald-Democrat, 

weekly: 

Copies printed; Actual average 1,621 
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credited with printing more than 1,000 


copies in 1902 and 2,036 in 1905. This 
paper is entitled to place on the Roll 
of Honor. 

Stuttgart, Free Press, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 copies, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal of the claim. 
Texarkana, Texarkanian: 

Copies printed: For the year 1902 
the weekly edition of this paper seemed 
to assert that it had an average issue 
exceeding 1,000 copies, but failed to 
furnisa such definite information as 
would warrant the accordance of a ra- 
ting to that effect. It has not since 
made any rencwal of the claim, 
Warren, Democrat-News, weekly: 

Copies printed: This paper hag on 
two occasions indicated a desire to 
have credit for issuing more than a 
thousand copies regularly, but such def- 
inite information as would warrant such 
a rating has never been forthcoming. 
Yellville, Mountain Echo, weekly: 

Copies printed: For the year 1903 
this paper seemed to assert that it had 
an average issue exceeding 1,000 coptes, 
but failed to furnish such definite in- 
formation as would warrant the accord- 
ance of a rating to that effect. It has not 
since made any renewal of the claim. 


It is not supposed that any 
Arkansas paper not named in the 
list printed above makes any 
claim, or has during the past ten 
or twelve years made any claim to 
issuing regularly as many as 1,000 
copies. 

It will be noted that there are 
but thirty-three publications in 
Arkansas which get credit for 
Lrinting regularly so many as 1,000 
copies. Only two dailies in the 

tate—the Fort Smith Times and 
Little Rock Gazette—are entitled 
to be named in the Printers’ INK 
Roll of Honor. Three weeklies 
and three monthlies are eligible to 
the same distinction. 


STUCK. 

Some merchants in Middletown, 
Ohio, were attracted by the scheme of 
an advertising promoter who came to 
town. The latter proposed to print a 
lot of dots in the local papers, give 
the merchants coupon-books entitling 
their customers to count the dots, and 
reward winners with prizes. The mer- 
chants put up $500 among them for 
expenses, the contest began, people 
started to count, everybody wanted 
coupons. Then the postoffice authori- 
ties decided the contest was a lotitery. 
It stopped. Now the merchants are 
trying to find their $500. 


, 
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A Roll of Honor ) : 


(FOURTH YEAR.) 


No amount of money can buy a pince in Chis list fora paper not having the 
requisite qualification. 
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Advertisements under this caption are accepted from publishers who, accord. 
ing to the 19%5 issue of Rowell’s American Newspaper Directory. nave submitted for 
that edition of the Directory a detailed circulation statement. duly signed and datea. 
also from publishers who for some reason failed to obtain a figure rating in the 1905 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 1906 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL oF Honor of the last named character are marked with an (+). 


These are generally regarded the publishers wno believe that an advertiser has aright 
to know wnat he pays his hard casn for. 


t@™ Announcements under this classification. if entitled as above. cgst 2 cents per 
line (two lines are the smallest advertisement taken) under a YEARLY contract, $2U.80 for 
a full year. 10 per cent discount if paidwholly in advance. Weekly, monthly or quarterly 
corrections to date showing increase of circulation can be made, provided the publisher 
sends a statement in detail, properly signed and dated. covering the additional period, 











in accordance with the rules of the American Newspaper Directory. 


Publications which have sought and obtained the Guarantee Star have the 
Wes of using the star emblem in their advertisements in the Roll of Honor at 


the regular rates of twenty cents aline. The extent and full meanin: 


of the Star 


Guarantee is set forth in Rowell’s American Newspaper Directory in the catalogue 


description of each publication possessing it. 


0 publisher who has any doubt 


that the absolute accuracy of his circulation statement would stand out bright and clear 
after the most searching investigation, would ever for amoment consider the thought of 


securing and using the Guarantee Star. 


ALABAMA. 


Birmingham. Ledger. dy. Average 
22,06%. Best advertising medium in 


ARIZONA. 


Phoenix. Republican. Daily aver. 1905,6,881. 
Leonard & Lewis, N. Y. Reps., Tribune Bldy. 


ARKANSAS. 


Fort Smith, Times. dy. Act. av. 1905, 8,781. 
Actual aver, for Oct., Nov. and Dec., 1905,8.968. 


CALIFORNIA. 


ano. Evening Democrat. Average April, 
%. Williams & Lawrence, N. Y. & Chicago. 


‘or 1905, 
labama. 


F 
5,1 
Mountain View. Signs of the Times. 
weekly average for 1905, 22.580. 
Oakland, Herald. 


Actuai 


Average 


1905, 10,260. ° Only Pacific Coast 
ar} daily circulation guaranteed by 
TEED Rowell’s American Newspaper 


Directory. 


Oakland, Tribune,evening. Average for 12 
months ending December 34, 1905, daily 18,481. 


The Billboard. America’s Leading Theatri- 
Weekly, San Francisco office, 37 Phelan, 806 
Market St. Rube Cohen, Mgr. 


San Francisco. Call, d’y andS'y. J. D. Spreck- 
els. <A ily average r, year ending 
Dec. 1905, 62,941; Sunday, $3,818. 

San Franeisco. Sunset Magestne. monthly, 
literary; two hundred and eight pages, 5x8. 
Circulation: 1904. 48,916: 11 months 1905, 
59,545. Home Offices, 431 California Street. 





San Jose. Morning Mercury and Evening 
Herald, Average 1904, 10,578. 


COLORADO. 


Denver. Clay’s Review, weekly; Perry A. Clay, 
Actual aver. for 1904, 10,926, for 1905, 11,688. 





Denver, Post, daily. Post Printing and Pub- 
lishing Co. Arer. for 1905, 44.820; Sy. 60.104. 
Average for Feb. 1906, dy. 50,182; Sy. 67.884. 
t@™ The absolute correctness ofthe latest 

circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 
verts its accuracy. 


CONNECTICUT. 


Ansonia, Sentinel, dy. Aver. for 1905, 5,022. 
E. Katz, Spec. Agt., N. Y. 


Bridgeport, Evening Post. Sworn daily av. 
1905,11,025, E. Katz, Spec. agt., N. Y. 


Bridgeport. Telegram-Union. Sworn daily 
av, 195,.10,171. E. Katz. Spec. Ayt.. N.Y. 


Mertden. Journal, evening. Actual arerage 
Sor 1904, 7,649. 

Meriden. Morning Kecord and Republican. 
Daily average for 1905. 7.878. 

New Haven. Evening Register. daily. Actual 
av. for 1905,18,711: Sunday, 11,811. 


New Haven. Paliadium, dy. Aver. 1904, 7.857; 
1905, 8,686. EH. Katz, Sp. Agt..N.Y. 


New Haven. Union. Average 1905, 16,209. 
Dec., 1905,16,888. E. Katz, Spec. Agt., N.Y. 


New London. Day. evs: Aver, 1905, 6,109, 
E. Katz., Spec. Agt.,N. Y. 


Norwalk, Evening Hour. Daily arerage year 
ending Dec.. 1904,8.217. Aprileirc., as certified 
by Ass'n Am. Adv’rs. all returns deducted, 2,869. 

Norwich. Bulletin, morning. Arerage for 
1904, &.850; 1905, 5,920; Dec., 6,122. 


. Republican. dy. Aver. for 194. 
loste & Maxwell Spec. Agents, N. ¥. 


DELAWARE. 


Wilmington. Every Evening. Average guar- 
anteed circulation for 1904, 11,460, 





W aterbur: 
5.770. La 
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DISTRICT OF COLUMBIA. 


Washington. Evening Star, daily and Sun- 
day. Daily average for 1906. "85.550 (OO). 


FLORIDA. 


Jackaonville. Metropolis, dy. Av. 1904, 8.760, 
Average (905,83, 980, E. Katz, Sp. Agent. aN. ¥. 


GEORGIA. 


Atlanta. Constitution. Daily average 1905, 
88,590; Sunday, 48,751. 


Atlanta. Journal, dy. Av. 1905,46.088. Sun- 
day 47.998. Semi-weekly 56.781, 


Atlanta. News Actual daily average 1905, 
24.402. S.C. Beckwith. Sp. 4g.,N. ¥. & Chi. 


Augusta, oa Only morning paper. 
1905 average. 6,048. 


Nashville, ereld Arerage for March, April 
and May, 1,875. Richest county in So. Georgia, 


ILLINOIS. 


Cairo. Citizen. Daily Average 195, 1,052, 
weekly, 1904,1,127. 


Champaign. News. Oct. and Nov., 1905.no issue 
of daily less than 8.010; a@’y and w’kly, 6,200. 


Chiengo. Bakers’ [lelper, monthly ($2.00). 
Bakers’ Helper Co. Arerage for 1905,4.100(@0). 


Chicago, Breeders’ Gazette, weekly, $2.00. 
Averaye circulation 1905. to Dec. sist, 6 +605. 


Chicago. Examiner. Arerage for 1905. 144,- 
806 copies daily; 9% of circulation in city; 
larger city circu as t oe any two other Chi- 
cago morning ; amined b 
Association of Smerioen "sdeortieive. Smith 
Thompson, Representatives. 


Chicago. Farmers’ Voice and Naticnal Rural. 
Actual aver., 1905, 80.700, Jun., 1906, 42,460. 


Ohicago. Gregg Writer. monthly. Shorthand 
and Typewriting. Actual average 1904. 18.750. 


Chicago. Inland Printer. Actual average cir- 

culation sor 1904, 18.812 (OO). 

be poan Orange Judd Farmer. Only agricul- 
tural weekly covering the prosperous Western 

States. Circulation is never less than wre 

The count made Oct. 20, 1905, showed F aah 

paid subscribers. keaches ay 90% of th ~~ 

offices in Nebraska; 80¢ of t ffices in 

Illinois. Michigan, Wisconsin. ya and Minn- 

esota; half the poxtoffices in Indiana and Komees 

and two thirds of those in the Dakotas. All ad- 
Chicago, ae, Herald. Arerage 1904, daily 

145.761. Sunday 199. 400. average 1905, daily 

146.456, Sunday 204.559. 

{2 The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 

lal is guaranteed by the pub- 

te No lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 

to the first person who successfully con- 
troverts its accuracy. 








Chicago, Svenska Nyheter. weekly. Sworn 
average December, 1005, 21,775. 


Chicago, System, monthly. System Co.. 
pub. Eastern office | Madison Pn N.Y. Arer- 
age for year ending, March, 1906, 50.556. Cur- 
rent average in excess of 60. 000. 


The Billboard. America’s Leading ge 
cal Weekly. Chi cago 0: office, 87 South Clark 8 
Suite 61. Phone Central 5984. W. A. Patrick 4 

Kewanee. Star-Courier. Actual ar erage cir- 
culation, 1905, daily, 8.297. weekly, 1.298. 

Peoria, Evening Journal, or ~ Sunday: 
Sworn daily average for 1905, 18.8 

Peoria. Star, evenings ana oneal morning. 
Actual average for 1905, d’ y 21,042, S’y 9,674. 


INDIANA. 


Evanaville. Journal-News. Av. for 1905, i“ 
©. Sundays over 15,000. E. Katz, 8. A..N.¥. 
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Muncie. Star. Average 1905 daily, 27,500. 
Sunday 16,908. i 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net averuge Jor 195, 24.890, 


Riehmond., Sun-Telegram. Sworn av, 1905, dy. 
8.744. ” 


South Bend. Tribune. Sworn daily average, 
1905,%.205. Sworn aver. for Feb., '06, 7,662. 


IOWA. 
Clinton. Advertiser, Average Dec. 1905, 
11,255. City Circulation, 8,048, wohich is 
double that of any other paper. 


Davenport. Times. Daily arer. Feb, 11.781. 
Circulation in City or total guaranteed greater 
than any onher paper or no p pay Jor space, 

Dea Moines. Capital. aaily. aaily. Letevette Jouns, 
publisher. Actual aver sold 195, $9,178. 
Present circulation over 40.000. City and 
circulation largest in Iowa. More local advertis- 
ing in 1905 in 342 issues than any competitor in 
365 issues, rate jive cents a line. 


Keokak, Gate City, Daily av. 1904, $145; 
1905, 8.406 


eeeietinn ia. Daily av. 1905, 5,882. 
Semi-veekly 8,0 


Sioux en ae Gale daily. Average for 1905, 
mm, 24.961. «Av. for Feb., 1906, 26,708. 
Priuts most news and moat foret m and local ad- 
vertising. Read in 80 per cent of the homes in city. 
Sioux Olty. Tribune. Evening. Net sworn 
daily, average 1905, 24.287: Feb. 1906, 26.426. 
The paper of largest paid circulation. Ninety 
er os ptm, ray Sioux City’s reading lic reads 
Tribune. Only Lowa paper that haa the 
Guaranteed Star. 


KANSAS. 
Uutchinaon, News. Daily 1905, 8.485. E. 
Katz, Special Agent, N. Y. 


KENTUCKY. 

Harrodaburg, Democrat. Put it on your 1906 
list; 3c. per 1,000; Al. Proven av. cir., 8.582. 

Lexington. Leader. Av. 05. evg. 4.694, Sun. 
6.168, £. Katz, Spec. Agt. 

Louiaville. Times. Daily arerage year ending 
June 30, 1905,86,025 (3). Beckwith Agency, Rep. 

Potpenh. Journal of Labor. wkly—Accepts 
only the best class of advertising and brings 
results from the best class of wage-workers, 


LOUISIANA. 


New Orleans. Item. official journal of the 
city. Av.cir. tirst eight months 1905, 22,095, 


MAINE. , 
Auguata, Comfort,mo. W. H. Gannett, pub. 
Actual averaye Jor 1905, 1,269,578. 








Augusta. Kennebec Journal, dy. and wy. 
Average daily, 1905. 6.986. weekly, 2 090. 


Bangor. Commercial. Average sor 1905, daily 
9,458. weerly 29,115. 

Dover. Piscataquis Observer. Actual weekly 
average 1905, 2,019. 

Lewiaton. Evening Journal, daily. Aver. for 
1905, 7.598 (OO). weekly 17.448 (© ©). 

Pag oe MaineWoods ana Woodsman,weekly. 

. W. Brackett Co. Arerage for 1905, 3.0 07%. 


pp ssc Evening fixpres Express. Average for 1905, 
daily 12.005. Sunday Telegram, 8,428. 


MARYLAND. 
Baltimore, American, dy. Aver. to June 30.05, 
64,068, Sun., 58.318. No return privilege. 


Baltimore. News, daily. pity | News Pub- 
lishing Company. Average 1905, 60.673. For 








. 1906, 64.86) 
uae absolute correctness of the 
test circulation rating accorded 


ng 
GUAR the’ hows is guaranteed oy the 
te No blishers af oe mal 8 Amaricen 
pay one be lentred ned dofiars to the 
jist person who successfully con- 

troverts its accuracy, . 
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MASSACHUSETTS. 


Boaton. Evening Transcript (OO). Boston's 
tea table paper. Largest amount of week aay auv. 

Boston. Globe. Average 195, daily, 192.5N4. 
Sunday, 299.643. “Lurgest Circulation Daily 
of any twocent paper tn the United States 
100.000 more circulation than any other Sunday 
pauper tn New Englund.” Advertisements go in 
morning and asternoon editions for one price. 
$2 The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran 
teed by the publishers of 
the American Newspaper 
Directory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


UA 
Can 
TEED 


Boston. Post. Average for Feb., 1906, Boston 
—_— Post. 280.123; Boston Sunday Pos: 
Daily gain over February, 905, 1 
mache guin over February, 1905, 46.180. 
rates. r. o.p. daily. 20 cents; Sundau, 18 cents. 
ee Breakfast Table Paper of New Eng- 
and, 





Fall River. News. Largest cir’n. Daily ar. 05, 
6,.668::) Robt. Tomes. Rep., 116 Nassau St.. N.Y. 


Springfield, Farm and Home. National Agri- 
cultural semi-monthiy. Total paid circulation, 
872.564. Distributed at 59.164 postoffices. 
Eastern and Western editions. All advertise- 
ments guaranteed. 


Springfield. Good Housekeeping,mo. -iver- 
age 195, 206,083. No issue iess than 200.000, 
All advertisements guaranteed. 


Springfieid. New Kngland Homestead. a 
important agricultural weekly in New Englan 
Paid circulation, 40,000, Reaches every post- 
office in Mass. R. 1. and Conn., and all in Ver 
mout, New Hampshire and Maine. except a few in 
the wooas. All advertisements guaranteed. 

W oreeater. Evening Post, of. Worcester 
Post Co, Arerage Sor 1904, 12 . 


Worcester. (’Opinion Esemens, daity(© ©). 
Paid average for 1905. 4.25 


MICHIGAN. 


Adrian. Telegram Dy. av. last three months, 
195,5.151. Payne & Youngs. Specials 





Grand Rapids. Herald. <Arerave datly iseue 
last six months of 1904. 28.661. Only morning 
and only Sunday paper in its field. Grand Rapids 
(pop. 100,000) and Western estern Michigan ( pop, 750,000), 


Grand Rapida. Evening } Press dy. 
1905, 


Average 
46.456, Corers Western Michigan. 
Morning Patriot. areruge February 
Sunday. 5.988; weekly. 2.818. 


Kalamazoo. Evening Telegraph. Last 6 moa, 
1905, dy. 10.459. Dec.. 10.931, 8..w. 9,969, 


Courier Herald. ‘daily, Sunday. 
12.894: February. 1906, 18,885. 


Saginaw. Evening News. daily. Average for 
4905, 6.710. February. 1906, 18.854, 


Sault Ste. Marie. Evening News. daily. Ar- 
erage, 1904,4.212. Only daily in the two Soos. 


MINNESOTA. 


Minneupoiis. farmers’ Tribune. twice a- _- 
W.J. Murphy, pun. Aver. for 1905, 46.42 


Minneapoiis. Farm, Stock and Home, semi- 
monthly. -ictuai averuge 1904,79.730. Actuai 
average 1905, 87,18 

The absolute accuracy of Farm, 

Stock & Home's circulation rating 
is guaranteed by the America 
Newsvaper Directory. Circulation te 
ticuily confined to the Farmers 

of Minnesota. the Dakotas. Western 
Wisconsin and Northern Iowa. Use 
it to reach section most propjitably. 






Saginaw. 
Averuge 1905, 


Minneapoilia. Svenska Amerikanska Posten, 
Swan J. Turnblad, pub. 1905,61,612. 








PRINTERS’ INK, 


Minneapolis. Journal, Daily and Sunda: 
In 1905 average daily e:reulation 63.58%, Daily 
average circulatio. for first two months 16, 


63.840, Average Suvduay circulation, Feb- 
ruary, 1906, 68,287. 

The absolute accuracy of the 

Journal's circulation ratmgs is 

A guaranteed by the American News- 

ov ie) per Directory. It reaches a 

greater number of the purchasing 

re to classes and gves into more homes 


than any paper in its jeld. It 
brings results 


go Tribune. W. J. Murphy pub. 
Est: 1867, Oldest Minneapolis daily. The Sunday 
Tribune ar erage per issue Jor the lust six montis 
of 1905, was T9.92R8. The daily Tribune average 
per issue for the lust sic months of 1905, was 
103,096. 
CIRCULAT’N § The Evening Tribune ts guar 
anteed to have a laryer circula- 
tion than any other Minneap- 


olis newspaper's evening edi- 

GUA tion. he carrier-delivery of 
AN the daily Tribune in Mmueap- 
TEED olisis many thousands greater 


' than that of any other news- 

paper. The city circulation 

by Am. Newsn- alone exceeds 43.000 datly. The 

paper Direc- Tribune is the recognized 

tory. Want Ad paper of Minne. 
apoilta. 


St. Paul, The Farmer, s.-mo. Rate, 40c. 
line, with ‘discounts. Circulation Sor six nouthe 
ending December, 1905, 92.625, 


St. Paul. Dispatch 
1905, 60.568 daily. 

St. Paul. Volkszeitung Actual arerage 1908, 
dy. 14.221. wy. 27.870. Sonntagsdlutt 22.880. 
MISSISSIPPI. 
Hattiesburg. Progress, ev'g. sv. d’y circ.,y’r 
end’g Jan., 1905, 2.17%. Pop, 14,000, and growing 
MISSOURI. 

Kaneae City. Journal, d'y ard w’y ae 
for 1905, daily 65,446. weeiciy 205.00 

Joplin, Globe, daily average 1905, 18.294, 
Dec.,'05, 14.088. E. Katz, Special Agent, a: 
News and l’ress. Circulation 
158. Smith & Thompson, Hust. Rep. 


St. Louis, National Druggist. mo. Henry R 
Strong, Editor and Publisher. Average for 1905, 
8.041 (© ©). astern office, 59 Maiden iane. 


St. Louis. National Farmer and Stock Grower, 
monthly. Average for 1902, 68.4838: areraysfor 
1903, 106.625: average for 1904. 104.750. 

MONTANA. 

Butte. Inter-Mountain. Sworn average daily 

cire’n 1905.11.776. Aver Dec., 1905, 12,698, 


NEBRASKA. 


Lineoin, Daily Star evening 
and Sunday morning. -ctual 








Average net sold for year 


St. Joxenn, 
1906, 35>. 





GVA daily average for 1904, 15.239. 
teto For 1905, 16.409. Only Neb- 
raska paper that has the 


Guarantee Star. 


Lincoln, Deutsch-Amerikan Farmer. weekly. 
Average 1905, 147.082, 


Lineoin. Freie porn, weekly. ictual average 
for 1905, 150.7 


Lincoin. ponte and News. Daily average 
1904, 26.338; February, 1905, averuye, 28,055. 
NEW HAMPSHIRE. 

Nashua. Telegraph. The only daily in City. 
Sworn aver. for Sept. and Oct.,1905 4,204. 
NEW JERSEY. 
Etisabeth. ag Av. 1904, 5,522; first 
6 mos. 1905, 3: last 6 mos. 1905. 6,718. 
Jersey ae Evening Journal. <Arerage for 
1905. 22.546. Last 3 mos. 1905, 28,408. 
Newurk. Evening News. Evening News Pub. 
Co. Average sor 1905. 60.102; Feb. ’06. 68,289. 


Trenton. Times. Ar. 1905, (net) 16.458. Dec., 
05, av, 17,228. Returns, spoiled not counted. 














PRINTERS’ INK. 


NEW YORK. 
Albany. anion Journal, Daily average for 
1905. 16.012. Isthe leading pauper. 
Albany. Times-Union. every evening. Est. 1856, 
Average, Jor 19/5, $4.659%:; December, 35.479. 
Binghamton, Evening Herald, aaily. Herald 
Co. Aver.sor year end. June, 1905, 12,239 (4) 


Buffalo. Courier, morn. Av./95, Sunday 86.- 
274; duily 43.008; Enquirer, even.. 51.027. 


Buffalo. band & — Daily average 1904, 


88.457; 195 94.6 


ns. rw 

6.255; 195, 6.5% 

Cortland, oneal Fridays. Fst.1840. Aver 
1905, 2.126. Only Dem. paper in county. 

Glens Falla, Morning Star. Average circula- 
tion, 1904, daily 2.292. 

LeRoy. Gazette, est. 1826. Av, 1905, 2,287. 
Largest wy. cir. Genesee. Orleans, Niagara Co.’s. 

Mount Vernon. Daily Argus. Averave 1W45, 
8.218. Westchester Couty’s leading puper. 

Newburgh. News. daily. Ar. 1905, 5.160. 
3.000 more than all other Newb'gh paperscomoined 


evening. <Arerage, 1904, 


New York City. 
American M ine (Leslie’s Monthly), Pre- 
sent average circulation. 256.108,  Guaran- 
teed arerage, 250,000. Excess, 78.296. 


New York. American Agriculturist. Best 
farm und family agricultural weekly in Middle 
and Southern States. lates 100.000 cop- 
ies weekiy, of which 95.463 sre actual nee 
subscribers, as per count of June 1,1 The 
pps character and purchasing power 
f its readers is emphasized by the fact that 

y AE. AGRICULTURIST’S subscribers in New 
York include every postoffice in the State. In 
New Jersey it goes to 77% of all the oy in 
Delaware 87%, in Pennsylvania 74%, in Ohio 884. 
and to 20% to 404 of tne postoffices in the Southern 
States. All advertisements guaranteed. 

army & Navy Journal. Est. 1863. Actual weeiciy 
average for 52 issues. 196. 9.442 (OO). 

Baker’s Review. monthly. W.K. Gregory Co., 
publishers. Actual average for 1905 5.008,. 

Benziger’s magazine, family monthly. Ben- 
ziger Brothers, Arerage for 1904.37.02. pres- 
ent circulation. 50.000. 


Chpper, weekly (Theatrical), 





Frank aoe 


Pub. Co., Ltd. Aver. for 1905, 26.228(© 

Gaelic American. weekly. actus rere Jor 
1904, 8.179; for 1905. 28,989 

ey gg ee est. 1881. ‘Actual average, for 
1905, 7,166. ers’ affidavit and Office 


receipts distributed monthly to ‘dnrthare. 


Hardware Dealers’ Magazine. meus. 
oy 1995. average issie. 19.020 (© 
D. T. MALLETT. Pub.. 253 Brosdway. 


Leslie’s Weekly. Actual arer.verrend. Aug 
1904, OY.0TF, Pres. ar. over 85.000 weekly. 


Music Trade Review. music trade ano art week- 
ly. Average sor 1904, 5.509. 


Printers’ Ink, a journal], 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1003, 
11,001. Actual weekly 
average for 1904, 14, 
918. Actual weekly av- 
erage for 1905, 15,090 
copies, 
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The Billboard, America’s Leading Theatrical 
w bn sg New York Office. 1440 Broadway. Wal- 
K. Hill, Mgr. Fhone 1630 Bryant. 


ae People’s Home Jour: al. 544.541 monthiy. 
Good Literature, 444.667 monthly, average cir- 
culations Jor 195—all to paid-in-udrance sub- 
seribers. F. M. Lupton. pubiisher. * 


The Tea and Coffee Trade Journal. Average 
eirculution Jor 195, 4.205 (38 )5 March, 16, 
issue. 6.694 (2). 

The Wall Street Journal. Dow. Jones & Co., 
publishers. Daily averaye 1905, 13.153. 





The World. Actual arer. for 1905, Morn... 205,- 
490, Evening, 871.706. Sunday, 411.074. 
Rochester. Case and Comment. mo. Law. Av. 
for 1904, 30.000; 6 vears’ average. 50.108. 
Sehenectndy, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.574; 1905, 15.058. 
Syracuse. Evening Heraia. daily. Herald Co., 
pub. Aver, 1905, daily 35.552, Sunday 40.098. 


Ttiea. National 's ggieae Contractor, mo. 
Average for 1905, 2.64 








Utien. Press. daily. Otto A, Meyer. publisher. 
Average for.195. 14.3389, 


NORTH CAROLINA. 


Raleigh. Biblical Recorder, weekly. Av. 1903, 
8,872. Av. 194. 9.756. Av. for 05. 10,206, 


Raleigh, Evening Times. Leads all afternoon 
papers in aCe between Richmond and 
Atlanta, Full A. P. disputches. Actual daily 
average 1905, 4.251; weekly Times, 2.040. 


OHIO. 
Ashtabula. Amerikan Sanomat. 
Actual averaye for 1905. 19.766. 


The Billboard. America’s Leading Theatrical 
Weekly. Cincinnati, New York, Chicago. 


Cleveland, Kngineers’ Review. Actual cir. 
for 1905, 250,650; monthly aver, 20,888 copies, 

Cleveland. Plain Dealer. Est. 1841. Actual 
daily averave 1904, 79.460: Sunday 68.193, 
Jan., 1905, 67.77% daily, Sunday, 79.187. 


Dayton, Herald, evening. Circ., 1905. 17,518. 
Largest in Dayton. paia at full rates. 


Finnish. 


Youngstown. Vindicator. D'v ar, 05, 12.9103 
Sy. 10,178: LaCoste « Maxwell. N.Y. d Chicago. 


Zaneaville, Times-Recorder. Sworn arerage 
1905.10,5¢64. Guaranteed double nearest com- 
petitor and 50% in excess combine competitors, 


OKLAHOMA. 


Oklahoma City. The Oklahoman. 1905 arer. 
11.161. Dec,,’05,11.980. EH. Katz. Agent, N.Y. 


OREGON. 


Portland, Journal. Dy. and Sy. Actual aver. 
Jor Feb., 1906, 25,234. aver. year 05, 21,926, 


PENNSYLVANIA. 


Cheater, Times, ev’g d'y. Averave 195, 7.740, 
. Y. office, 220 Bway. F R. Northrup, Mgr. 


Erie. Times, daily. aver. for 1905, 15.248, 


February, 1906, 16.886. E. Katz, Sp. Ag., N. Y. 


Iarriaburg. Telegraph. Sworn ar., Jan..18.+ 
$84. Largest paid circulat’n in H’b g, vr no pay. 


Philadelphia. Confectioners’ Journal. mo. 
Av. 1904, 3.004: 1905, 5.470 (OO). 


“In Philadelphia nearly everybody reads THE 
;ULLETIN.”” 


Philadelphia. German Daily Gazette. ver- 
circulation, 1905, daily 51.508: Sunday, 44.465; 
sworn statement. Circulation books upen. 


Philadelphia. The Press is 
Great Home Newspaper. Be- 
gan the Guarantee Star, it has 
the Gold Marks and is cn the Roll 
of Honor—the three most desir- 
able distinctions for any newspa- 
per. Sworn daily average for 1905, 
106,600; Sunday average February, 


UA 
arte 
TEEO 


1906, 148,168, 
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The Philadelphia 
_ BULLETIN’S 
Circulation. 


The following statement shows the actual cir- 
culation of THE BULLETIN for eacu day in the 
month of February, 1906: 

229.183 


p= 


SOR IM Mm eo 


a ee 
ore 








229,103 
Total for 24 days, 5. 439, 390 copies. 
NET AVERAGE FOR FEBRUARY, 


226,641 copies a day 


THE BULLETIN’s circulation figures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 
Wituam L. McLEan, Publisber. 
er than 
in the 


The circulation of THE BULLETIN is la! 
that of any daily newspaper publish 
State of Pennsylvania. 


Philadeiphia. Fariw Journal, 
montaly. Wilmer Atkinson Com- 
pany, publisners, Average for 
568.266. Printers’ 

he seventh Sugar Bowl 
to Farin Jour: al for the reason 
that *‘that paper. ——~ ail those 
“published tu the United States, 
‘has oeen pronounced the one 
at best serves oa purpose as 
and ¢ 
“for ‘the agricultural popula- 
“tion, and as an effective and 
“economical sea ek Jor com- 
“municating wit them 
Be bgt > advertising coiumns,” “ Unlike any 
other pa 


THE 


UA 
Oo 
TEED 








PITTSBURG 
POsT, 


the largest daily (morning) 
oC and Sunday circulation in 
TEED the city of Pittsburg, has 


never made use of premiums 
or gift enterprises as circula- 
tion getter. It goes to the 
bome of the buyer. The Western Penns, 
vania field cannot be covered without © 
r ‘OsT. Objectionable advertising is enabeded 
from its columns. Cir.,’05, dy. 58,778, S. 67,011. 











Weat Jae Local News, 
daily. W. H. Hodgson. Arerayefor 
1905, 15.297. ne its 34th year. 
In dependent. las Chester County 
rg pity font its field. Devoted 

Mmagg news, — 1s a home 

Chester County is second 
in Pn the ‘State in <oumens wealth. 


Willilamapors. Grit. 
Weekly. Average 1905,226.718. Smith 
son, Reps., New York and Chicago 


York, Dispatch and Daily. Average Sor 1905, 
18,551. Enters two-thirds of Yoric homes, 


RHODE {SLAND. 
Pawtueket. Evening Times. Average cir- 
culation, 16,889 for 1905, 


nee. Daily Journal, 17.290 (QO). 
sinday.20 20. 486 (©@). Evening ‘Bulletin os. 836 
averaye 1904. Providence-Journail Co.. pubs 


America 4 Greatest 
& Thomp- 











PRINTERS’ INK. 


Weaterly. Sun. Geo. H. Utter, pub. Aver. 1905" 
4.467. Lurgest circulation in Southern R11 


SOUTH CAROLINA. 


Oharieaton, Suaieg Post. actual dy. aver. 
age for 195, 4.305 


Coiumbla. State, Actual aver. 
age sor 1905, daily 9.587 copies 
(OO); sem:-weekly, 2,625, Sunday 
05, 11.072 (©O). Actual average 
July to Dec. 31, '05, daily 10,153; 
Sunday 11.524. 


TENNESSEE. 


Knoxville Journal and Trib- 
une. Daily average year ending 
Dec. 31, 1905. 13.018 (sf). Weekly 
average 1904, 14,513. 

of only three papers in 

the South, and only paper in 

pag awarded the Guarantee 

ar. The leader in news, circula- 
tion, influence a advertising patronage. 


GUAR 
TEED 


UA 
ar te: 
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Memphis. Commercial Appeal, daily. Sunday. 
weekly. Average ist 9 — Lge daily 89.120. 
Sunday, 55.497. weeily, 81.822. Smith é 
Thompson, Movsialed’ i Y. & Chicago. 


Nashville. Banner, daily. Aver. for year 1903, 
18,772; for 194, 20.7083 for 1905, $0,227. 


TEXAS. 
Denton. Record and Chronicle. Daily av. 
1905,974. Weekly av.. 8,141. The daly and 


weeily reach nearly 30 per cent of the tax payin 
Samilies of Denton county. si 


El Paso. Herald. Av.’04, 4,211 ; June’0s, 5.09. 
Merchants’ canvass showed HERALD in El 
Paso homes. Only Ei Paso paper eligible to Roll 
of Honor. J.P. 3mart, 150 Nassau St., N. Y 


San An poe Standard, weekly Average for 
1904, 2.90 


VERMONT. i 


Barre. Times, daily. F. f. Langley. rues 
3.927, Sor last six months, 1905,3.691 


Burlington, Daily News, evening. Actual 
daily average 1904, 6, sores 1905, 6,886; Decenber, 
195, 7.491 


Burlington, Free Press. Daily av. '04, 6.682, 
‘05, 6.558. Largest city and State circulation. 
Examined by Assoc’n of American Advertisers. 


Rutland. Herald. Average 1904, 3,527. Av- 
erage 1905, 4,286. 


St. Albar 


. Messenger, daily. Actual average 
Sor 1905, 3.051. 





VIRGINIA. 
Norfolk. Dugan. Averige 1904, 
11,660. Dec., ’0sav. 12, Ww. 12.656, 


Norfolk, Landmark (OG (OO). Leading home 
paper. Cire, genuine. Nopads. VanDoren, Sp’l. 


Ri ° h m ond, Times-Dispatch, 
morni — 

Actual daily average year end- 
ing December. 1905,20.376. High 
price circulation with no waste 
or duplication. In ninety ag = 
of Richmond homes The State 


9.400; 1905, 
Largest circu'n 


OUAA 
reto 


WASHINGTON. 
Olympia. Recorder—evening. ge increased 
to 6 Teaes daily, 12 pages Saturday: 
Taeoma. Ledger. Daily average 1905, 15,844; 
Sunday, 20,885; weekly, 9.642. 
Tacoma. News. Daily average 5 months end- 
ing May 3/,16,82%, Saturday issue, 17.495. 


WEST VIRGINIA. 


Parkersburg, Sentinel, daily, R.E, Hornor, 
pub. Average for 1904, 2.820. 


Wheeling. News. Daily paid circ., 11.196. 
Sunday paid circ., 11,887. For 1905. Guaran- 
tees a pa circulation equal to any other two 
Wheeling papers combined. 
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WISCONSIN. 


Janeaville. Gazette. ly and s.-w’y. Circ’n— 
acraue 1905. daily 8.1493; semi-weekly 8,059, 


Madison. State Journal, dy. C:rculation aver- 
age 1905,8,482. Onlyasternoon paper. 


Milwaukee. Evening Wisconsin, d’y. Av./905, 
26.648 (OO). 


Milwaukee. The Journal. oven 
- 40.517 b. 1906. 


wd daily circu- 
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Winnipeg, Free Press, daily and weekly. <Av- 
erage for 195. dai.y, 80. one weekiy, 15,654. 
Daly: February, 1906, ge. 874. 


Winnipeg. Der Wiaicaiies Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
all the German- ig population of 200,000— 
its exclusive field. Average i 1905, 13,6382; 
FOR LAST SIX MONTHS, 15,718. 


Winnipeg, Telegram. Daily av. ’05, 18,707 


last three months 20,577, (Sat. 23,000). 


NEW BRUNSWICK, CAN. 


St. John. Star. Actual daily average for 
October, November, December, 1904, 6,091. 


NOVA SCOTIA, CAN. 


Nalifax, Herald (© ©) and Evening Mail. 
Circulation, 1905, 15,5538. Flat rate. 


ONTARIO, CAN. 


Toronto. Canadian Implement and Vebicle 
Trade. monthly. Average for 1905, 6,088. 


Toronto, The News. Sworn average daily 
circulation for year ending Dec. 30, 1905, 88,282. 
Advertising rate s6c per inch. Flat. 

Toronto. Star, daily. Daily average Jan- 
uary, 196, 41,8358. 


QUEBEC. CAN. 
Montreai. La Presse. La Presse Pub. Co. 
Ltd., publishers. Actual average 1904. daily 
80,259; 1905, 96,771; weekly, 48,207. 


Montreal. Sg or &wy. Graham &Co. Av, 
for 1904, dy. & . Wy. 125,240, Av. for 1905, 
dy. 58, 12531 an T6. 807, 


Sherbrooke. Daily Record. 
6,152: February, 1906, 6,892. 


waukee Journal 
is yr e that of any other even- 
ing and more than is the paid 
circulation of any Milwaukee 
Sunday newspaper. 


Oshkosh, Northwestern. dally. Average wad 
1904, 7.281. First eight mon months 1905, 7.608 


4 T" WISCONSIN 
GRICOLTORIST. 


Racine. Wiks.. Est.1877; only Wis- 
consin pa whose circulation 
18 guaranteed by the Am. News- 
paper Directory. Actual weekly 
ar erage for 1904.87 .254; i 1905, 
41,748. e, Temple 
Court. W. C. Richardson, Mor. 


WYOMING. 


: Tribune. Actual daily average net 


UA 
OUAR ail 
TEED 


Cheyenne, 
Sor 1905, 4.51 
BRITISH COLUMBIA. 
Vaneouver. Province. daily. Arerage for 
1905, 8.687; Feb., 1906, 9.422 4 DeClerque, 

U. 8. kepr., Chicago and New York 


Victoria. Colonist, daily. Colonist Pay: 
Co, Aver. for 1904, 48,56 (2) ; for 1905, 4.802, 


The Norwalk (Conn.) Hour 


1906, 





Average 











The Roll of Honor in Printers’ Ink is 
one of the best advertising schemes that 


I know of. The Norwalk Hour has been 
on the list in this department of Print- 
Exs Inx for some time, and we have 
received considerable business from ad- 
vertisers who took an interest in our 
publication through that medium. Ifa 
newspaper has a circulation which it can 
prove, the publisher makes no mistake 
in employing the aid of this department 
of the Little Schoolmaster. — Edward 
Thomas, Treasurer and Manager, Nor- 
walk, Conn., March 13, 1906. 
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(o ©) GOLD MARK PAPERS@@ 








Out of a grand total of 23,146 publications ‘isted in the 1905 issue of Rowell’s American Newspa- 
per Directory, one hundred and twelve are distinguished from all the others by the so-called gold 


marks (©©). 


Apnouncements under this classification, from publications having the gold marks in the 
Directory, cost 20 cents per line per week, two lines (the smallest aavertisement accepted) cost 
$20.80 Lor a full year, 10 per cent discount. or $18.72 per year spot cash. if paid wholly in advance, 





WASHINGTON, D.C. 
THE EVENING AND SUNDAY STAR (@©). 
Reaches 90% of the Washington homes 


GEORGIA. 


ATLANTA CONSTITUTION. Aver 195, Daily 
88,590(OO0). Sunday 4%, 721, Wy,'04, 107.925. 


ILLINOIS, 

GRAIN DEALERS JOURNAL (@©). Chicago. 
Largest circulation. best in point of quality 

BAKERS’ HELPER (© ©). Chicago. only “Gold 
Mark” baxing journal Oldest, largest. best 
known. Subscribers in every State and Terri‘ory. 

TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE COURIER-JOURNAL (© ©). 
Best paper in city : read by vest people. 
MASSACHUSETTS. 
BOOT AND SHOE RECORDER, Boston (© ©) 
greatest trade paper circuiation universal. 








BOSTON PILOT (O©). every Saturday. Roman 
Catholic. Patrick M. Donanoe, manager 


BOSTON EVENING TRANSCRIPT (@©O). estab- 
lished 1830. The only gold mark daiiy in Boston. 

Boaton. Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America. 

TEXTILE WORT.D RECORD (OO), Boston. is 
the “bible” of the textile ludustry. Send for 
book let. **The Textile Mill Trage.” 


WORCESTER L') PINION PUBLIQUE (@ ©) ts 
the leading French mally ot New England. 





MI N! NE ESOTA. 


NORTHWESTERN MILLER 


(©O©) Minneapolis, Minn , $3 per year. Covers 
milling and flour trade all over the world. The 
only “Gold Mark” milling journa! (OO). 
NEW YORK. 

BROOKLYN EAGLE (©O) is THE advertising 
medium of Brooklyn. 

THE NEW YORK TIMES ‘© 2). 
net bona fide sale in New York Ci 

THE POST EXPRESS (OG (OO). is, N,. 
Best wdverusing medium in this section. 

ARMY AND NAVY JOURNAL (©©). First in 
its class in circulation. influence and prestige, 

THE CHURCHMAN (©©)._ Fst. 1844, Satur- 
days; Protestant-kpiscopal. 47 Lafayette Place. 

THE IRON AGE (@O), established 1855. The 
recognized authority in its representative flelds. 

ENGINEERING NEWS ( (QQ). —A technical i - 
nal of character and standing.—Times, N. 

E. News prints more transient ads RS all 
other technical papers: 1% ¢ & 3c. a word. Try it. 

HARDWARE DEALERS’ y MAGAZINE. 

In 1905, averave issue, 12.020 (OO). 

b. 1. MALL: TT. Pub.. 263 Broaaway, N. ¥ 

STREET RAILWAY JOURNAL (@0). The 
stancard authority the world over on street and 


interurban railroading. senege weekly circu- 
lation during 1905 was 8,160 copies. 





Over 100,000 





NEW YORK HERALD (©©). Whoever men 
tions America’s yooy Oe newspapers mentions 
the New York HERALD first 


CENTURY MAGAZINE (© ©) There area few 
people in every community who know more 
than all the others. Taese people read the 
CENTURY MAGAZINE. 


NEW YORK TRIBUNE ‘© ©). daily and Sun 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa hign- 
grade advertiser 

ELFCTRICAL W RLD(©6©), established 1874. 
The great international weekly. The consolida- 
tion of the ELECTRICAL WORLD AND ENGINEER 
and AMERICAN ILECTRICIAN. Average circula- 
tion, 1905 ELECTRICAL WORLD AND ENGINEER 
(weekly), 13,702, AMERICAN ELECTRICIAN (month- 
ly), 17,917 

Ome, 

CINCINNATL ENQUIKER(O©). Great—influ- 
ential—of world-wide fame. Best advertising 
meaium in prosperous Middle West. Rates sana 
information supplied »v Beckwith, N.Y.-Chicago. 

PENNSYLVANIA. 

THE_PRESS (©©) is Philadelphia's Great 
Home Newspaper. it 1s on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
parer Sworn daily average 1905, 106,600, Sun 
day average February, 1906, 148,168. 


THE PUBLIC LEDGER: -(@@)—Independence 
Halland Public ledger are Philadelphia's land 
marks, only paper ailowed in thousands of Phila- 
delphia homes Circu'ation now larger than in 
70 years. PUBLIC LEDGER gained 1,365 columns 
advertising in five months ending Dec. 1st, 1905, 
over same period 1904. 


THE PITTSBURG 
©® DISPATCH ‘eo 


The newspaper that judicious advertisers 
always select first to cover the rich. pro 
ductive. Pittsburg fleid. (nly two-cent 
morning paper as:uring a prestige most 
protitable to advertisers. rgest home 
delivered circwation in Greater Pittsburg. 














SOUTH CAROLINA. 
THE STATE (©O0), Columbia, 8S. C. Highest 
quality. large-t circulation in South Carolina. 


TENNESSEE. 
THE TRADESMAN ge Chattanooga, Tennes- 
see; semi-monthly. The South’s authoritative 
industrial trade journal. 


VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WISCONSIN, 

THE MIL‘VAUKEE EVENING WISCONSIN 
(OO). the only gold mark daily in Wisconsin. 
Le-s than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 


NADA. 


CA 
THE HALIFAX HERA, Deo? ane a EVEN- 
ING MAIL. Circulation 15.558, fla 
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1B4E 1906 
THE 
DRY GOODS 
ECONOMIST 


is one of the few publications in 
America which has passed the 
half century mark and shown an 
increasing power from year to 
year. It is pre-eminent in its field 
and recognized nationally as the 
authoritative guide in the buying 
of merchandise by the great army 
of merchants. 

To the manufacturer and whole- 
saler of textile and other products 
sold in department and dry goods 
stores it is a positive essential in 
his plans for distribution. 


Rates and full parliculars on request. 


DRY GOODS ECONOMIST 
1921-200 GREENE STREET 
NEW YORK 


0 FO Om 


© ©) Advertisers value this paper more for the class and 
quality of its circulation than tor the mere number of copies 
printed. Among the old chemists gold was symbolically repre 
sented by the sign ©.—Webster’s Dictionary. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 





Advertisements under this heading, 





from papers of the 


requisite grade and class, cost twenty cents per line per week. 
Under a YEARLY contract, two lines (the smallest advertisement 
accepted) cost $20.80 for a full year, ten per cent discount, or 
$18.72 spot cash, if paid whoily in advance. 





CALIFORNIA. 
HE BILLBOARD for musicians, vovalists and 
lecturers. San Francisco, 37 Phelan Bldg., 
806 Market St 


COLORADO. 


Sle Denver PosT, Sunday edition. March ll, 
1906, contained 4.912 different classified ads, 


a total of 106 9-10 columns. ‘be POST is the big 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the !’OsT is dc. 
per lineeacb insertion. seven words tothe line. 
CONNECTICUT. 

ERIDEN, Conn.. KECORD covers fleld of 50,000 
4 population ; ; working people are skilled 
mechanics. Classified rate, cent a word a day. 
five cents a word a week. “Agents Wanted,” 
etc.. half cent a wora a day. 


DISTRICT OF COLUMBIA. 
Tee ra and SunpDAY STAR. Washington. 
© ©). carries DOUBLE the number of 
WanNT pa, of any other paper. Rate lc. a word. 


GEORGIA. 
LASSIFIED advertisements in the PREss, of 
/ Savannah, Ga., cost one cent a word—three 
Insertions for price of two—six insertions for 
price of vuhree. 








ILLINOIS, 
rN\HE Champaign News is the leading Want ad 
1 medium ot Ventral Eastern Liinois. 


ae BILLBOARD for privilege men and con- 
cessionaires. CHICAGO, 878. Clark, Room 61. 


EORIA (IIL) JOURNAL reaches over 13.000 of 
the prosperous people of Central Illinois. 
Rate. one cent per word each issue, 


CON EARLY everybody who reads the Eng- 
lish language in. around or about Chi- 
cago, reads the DAILY NEWS,” says the Post-office 
Reriew. and that’s why the DaILy News is Chi- 
cago s “want ad” directory. 


INDIANA. 


face E Terre Haute STaRis the recognized Want- 
Ad medium of Terre Haute.—Kesults have 
made it so; one cent per word. 


flo Muncie STAR is practically the only classi- 
fied medium in Muncie, Delaware County, 
and seven adjoining counties. 
More class fied ads are printed daily in the 
Muncie STAR than in all other papers in its terri- 
tory combined. 


[ URING the month of January. 1906, The In- 
diana ~ pend STAR published over 88 090 lines 
of classified advertising. !n the same month in 
1905 the STAR published 64,935—showing a gain of 
23.155 lines. 
This argument in itself: is strong enough to 
show the prestige of the Indianapolis STAR and 
the pulling power of its advertising columns. 


HE Star League, c consisting of the Indianap- 
£ olis Star, Muncie STAR and Terre Haute 
STaR, general Offices at Indianapolis. are leaders 
collectively and individually in the volume of 
classified advertising carried. Rate in each, one 
cent per word; combination rate, two cents per 


ord. 
If you want results from classified advertising 
in Indiana, use the Star League. 


HE Indianapolis \Ews during the year 1905 
printed 96.982 more classified advertise- 
ments than al! other dailies of :ndianapolis 
combined. printing a total of 296.941 separate 
paid Want ads during that time. 


1OWA. 
d i= Des Moines CAPITAL guarantees the lar 
gest city and the largest total circulation 
in lowa, The Want give re- 
turns always. ‘The rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 





f fit Des Moines KEGISTER AND LEADER. only 

morning paper; carries more “want’’ ad 
vertising than any other Iowa newspaper. One 
cent a word. 


M@INE. 
H# EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combined, 





MARYLAND. 
lia Baltimore News carries more Want Aas 
than any other Baltimore daily. It is the 
recognized Want Ad medium ot Baltimore. 


MASSACHUSETTS, 
fie BoOsTON EVENING TRANSCRIPT is the lead- 
icg educational medium in New England. 
It prints more advertisements of schools ana in 
structors than all other Boston dailies combined. 


7 HE BOSTON GLOBE, daily and Sunday. in 
1905. printed a total of 427.227 classified ads 
There were no trades, deals or discounts. There 
was a gain of 9,999 over 1904, and was 15.847 more 
than any other Boston paper carried in 1905. 


2 = CENTS for 30 words, 5 days. 
“" Datty ENTERPRISE, Brock- 


olen ton. Mass., carries solid page 
TEED Want ads. Circulation exceeds 
10,000. 
MICHIGA 


QAGINAW COURIER- cee. (daily), only Sun 
day paper: result yetter; circulation in ex 
cess of 13,500; lc. word; ‘Be subsequent. 





MINNESOTA 
ieee bape! pote a is me recognized 





f luck MINNEAPOLIS: TRIBUN¥ 1s the oldest Minne- 
apolis daily and has over 100,000 subscriber-, 
whicb is 30,000 odd each auy over and avove any 
other Minneapolis gaily, its —— edition 
alone has a larger circ jon in 
many thousands, than any other evening ee. 
itp over Want advertise- 
ments every week at full price (average of two 
pages a day). no free ads; prive covers botn 
morning an? evening issues. Rate, 10 cents per 
line, Daily or Sunday. 








f eee Minneapolis Daily and Sunday JOURNAL 

carries more classified advertising than any 
other Minneapolis nor obj . o free Wants 
and no Clarivoyant nor objectionable medical 
alee ae 





Correc ified Wants printed 
In Oermnry, “a 392. ‘on Individual adver- 
tisements, | 


Circul: mon 1903, 57,039; 1904, 64,384; 67,588 
First two months 1906. 68,840. The a= 3 
day circulation. 68,287, 
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‘THE 8T. PAUL. DISPATCH IS ALL YOU NEED 

in St Paul for Wan* Ads. It carries more 
advertising than ali other St. Paul mediums 
combined. The swornaverage daily net printed 
and sold circulation of the st. Paul DISPATCH 
for year 1905 was 60,563—no returns allowed. It 
is the only newspaper of its circulation in St. 
Paul or Minneapolis that charges full rates for 
all classifications of want ads. The 1905 want 
advertising shows an increase of 218,400 lines 
over 1904. Seven telephone trunk lines assist in 
receiving local classified business. 


MISSOURI. 
Ts Joplin GLOBE carries more Want ade 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word, Minimum, lic. 


MONTANA, 
* yee Avaconda STANDARD is Montana’s great 
“Want Ad” medium; ic.a word. Aserage 
circulation (1905), 11.114, Sunday, 13,888. 


NEBRASKA. 


. INCOLN JOURNAL AND NEWS. combined cir- 
culation over 27,000. Cent a word. 


NEW JERSEY. 
AILY ENTERPRISE, Burlington—Want me- 
dium of the county; Ic. word; results sure. 
LIZABETH DaiLy JouRNAL—Leading Home 
r. J0to z4pages. Only “Want” Med- 
ium, Cent-a-word. Largest circulation. 

EWARK. N. J., FRKIE ZEITUNG (Daily and 
Sunday) reaches bulk of city’s 100,000 Ger- 

mans, One cent per word , 8 cents per month, 


NEW YORK. 
‘(HE EAGLE has no rivais in Brooklyn’s 
classified business. 


‘{\ ELE Post-ExpREss is the best afternoon Want 
ad-mevium in Kochester. 








LBANY EVENING JOURNAL. Kastern N. Y.’s 
best paper for Wants ana classified ads. 


T= BILLBOARD for actors, actresses and 
performers. New York, 1440 B’way, Koom 8. 


AILY ARGUS. Mount Vernon. N Y. Great- 
est Want ad medium in Westcbester County. 


UFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in Buffalo ana the 

rage Want Medium in the State, outside of 
New York City. 


x lines Times-UNION, of Albany, New York, Bet 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
arantees a circulation greater than all other 
laily papers in that cicy. 


RINTERS' INK, published weekly, The rec- 
ognized and leading Wantad medium for 
Want ad mediums. mail order articles, aavertis- 
Ing novelties, printing, typewritten circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and —— anything whicn 
interests and appeals to advertisers and busi- 
ness men, Classified advertisements. 20 cents 
a line per tssue flat : six words toa line. Sample 
copies. ten cents. 


NORTH DAKOTA. 
G RAND FORKS HERALD. Circ. Sept. ’05, 6,515. 
¥ examination by A. A. A.. June ’05. Biggest 
Daily nN. D. La Coste & Maxwell, N. Y. Rep’s. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium. lc. per word. Largest circulation. 


HE BILLBOARD for street men, sidewalk 
salesmen, drifters and itinerant merchants 
inalllines. Aithough essentially and primarily 
atheatrical and amusement journal, the demon- 
strating salesmen and peddlers of the sidewalks 
have also claimed it for their own. Practically 
every one of them in America reads it regalarly 
every week; 15 cents ner line flat. 
Address THE BILLBUAKD PUBLISHING CO., 
Cincinnati, O. 


OKLAHOMA. 


THE OKLAHOMAN. Okla. City. 11.980. Publishes 
more Wants than any four Okla.competitors, 








OREGON. 
PORTLAND OURNAL, Daily and Sunday, 
leads in ‘‘Want ads.” as well as in circula- 
tion, in Portland and in Oregon. 
PENNSYLVANIA. 
fq. HE Chester. Pa., TIMES carries from two to 
five times more ciassifled ads than any 
other paper. 





WHY DON’T YOU PUT IT IN 
THE PHILADELPHIA BULLETIN? 
Want Ads. in THE BULLETIN_bring 
prompt returns, because “in Phila- 
delphia | everybody reads 

‘HE 


ULLETIN.” 
Net daily average circulation for 
‘ebruary, 1906: 
226,641 copies per day. 
(See Roll of Honor column.) 


SEE ROLL OF HONOR 


“ Nearly everybody who 
speaks the German lang- 


uage in, around and about 
Philadelphia, reads the 
GERMAN DAILY GAZETTE.” 


““THERE’S A REASON” 





SOUTH CAROLINA. 
‘THE Columbia STATE (© ©) carries more Want 
ads than any other S. C. newspaper. 


TEXAS. 
‘(}HE EVENING TRIBUNE, Austin. Texas. Paid 
city circulation 1,800. Outside circulation 
400. One cent a word. 


VIRGINIA. 


“PaEe News LEADER, published every afternoon 
except Sunday, Richmond. Ya. Largest 
cirenlation by jong odds (28,575 aver. 1 year) and 
the recognized want advertisement medium in 
Virginia. Classified aavts., one cent a word per 
insertion. cash in advance, no advertisement 
counted as less than 25 words. no aisplay. 


BRITISH COLUMBIA. 


Waco COLONIST. Oldest established 
paper (1857). Covers entire Province. Great- 
est Want Ad medium on the Canadian Pacific 
Coast. W, Clarence Fisher, 634 Temple Court 
Bidg., N. Y., Special Fastern Agent. 


CANADA. 


‘WVHE Aalifax HERALD (©) and the Mair—Nova 
Scotia's recognized Want ad mediums, 


A PRESSE, Montreal. Largest daily circula- 
tion in Canaoa witnout exception. (Daily 
95.825. Saturdays 113.892—sworn to.) Carries more 
wantaasthanany French newspaper in the worla 


T HE Dally TELFGRAPH, St. John, N. B., is the 

want ad medium of the maritime provinces. 
Largest circulation and most up to-date paper of 
Eastern Canada. Want ads ove cent a word. 
Minimum charge 25 cents. 


Se Montreal DaILy STAR carries more Want 

advertisements than ail other Moncreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more W ant advertisements 
than any other weekly paper in Canada. 


fi HE Maken ae | Free PRESS carries more 
“Want” vertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained inal) the other 
~—, papers published in Western Canada 
combined. Moreover, the FRER PRESS carries a 


larger volume of SS than any 
n the Dominion. 


other daily paper 
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A Special Issu of 
To GENERALAI 





April 18, 1906. — Pigs | 





| 


OR the primary purpose of obtaining new subscribers, | weel 

a copy of PRINTERS’ INK for April 18, 1906 — press will 
day as above stated — will be sent to about 19,000 names, issue 
making a total edition for April 18th of, approximately, 
34,000 copies. * * * fel 

The nineteen thousand extra copies are sent to as nie 
many names, marked personal. Every copy so marked effec 
goes to an advertising manager or a member of a firm who parti 
is in charge of the advertising department. This list is speci 
entirely up to date. It was compiled by a trained statisti- , 
cian of the Chicago Daily News, which went to every on di 
reasonable source and expended every reasonable effort to ore 


get every name possible who is connected with, or has 
any relation to, the general advertising business in the 


United States. A 
Mr. S. S. Rogers, of the Mews, says: “It is the largest 

of any advertiser’s list in the country— live, up-to-date the 1 

names. It does not merely consist of firm names, but the 

names of those who direct the firms’ advertising.” 


* * * 


PRINTERS’ INK will pursue a follow-up campaign ex- 





tending over four weeks for the purpose to convert these hg 
people into readers of the Little Schoolmaster. Every will be 
party so followed up needs PRINTERS’ INK and its helpful with ot 












The Printers’ Ink Dbli 


10 Spruce Streévew 
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dof Printers’ Ink 
:ADVERTISERS 


Pits Day, April 11, 1906. 











ers, weekly suggestions and information, and many of them 
“eSS will be convinced of this fact when they read the special 
es, issue of April 18th, 4» 4 gy 

ely, 


If you are the publisher of a newspaper or magazine 
of character, one that has a story and facts worth present- 





A. ing to an advertiser, you can find no better, no more 
ked effective and economical medium than PRINTERS’ INK, and 
who particularly no more advantageous single issue than the 
t . special edition above set forth. 
isthe The same argument is true for anyone else who makes 
bap or deals in anything which large and small advertisers use 
ie or ought to use in the conduct of their business, 
as 

the He 

LTHOUGH the April 18th edition goes to almost 
gest twenty thousand extra and especially valuable names, 


fate the usual rates only will be charged as stated below. 














the a. 
Forms Close April 11, 1906. 

a ADVERTISING RATES: 

hese 20 cents a line, $3 one inch, $10 quarter page, $20 half page, $40 for whole 


page. For advertisements in specified positions, if granted, double price 
very will be charged. A discount of 5 per cent may be deducted if check is sent 
Ipful with order and copy, which must reach this office on or before April 11, 1906. 


nk | 








iblishing) Company, 


New York City. 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Pubiisners. 


een 
@ Issued every Wednesday. Subscription 
price. two dollars a year. one dollar for six 
months. inadvance. On receipt of five doilars 
four paid subscriptions, sent in at one ume. will 
be put down forone year each and a larger pum- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply bac« 
numbers, if wanted in lots of 500 or more. but in 
= _ cases the charge will be five doliarsa 
uD > 


~ 





* ADVERTISING RATES . 
advertisements 20 cents a line, pear! measure 
15 lines to the inch ($3): 200 lines to the page $40). 
or fled i i i by the adver- 
tisers, if granted, dounle price is demanaed. 

On time coneracts the last copy is repeated 
when new copy tails to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser, 
and space used paid for rata. 

Two lines smallest advertisement taken, Six 
words make a line. 

st Soa appearing as reading matter is in- 


se! ree. 
4ll advertisements must be handel in one 
week in advance. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 


yee 





CHARLES J. ZINGG. 
Editor and Manager. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent. F.W. Sears.50-52 Ludgate Bill.EC 


NEW YORK, MARCH 21, 19<6. 
‘PRINTERS’ INK is absolutely 
an independent journai, con- 
nected in no way whatever with 
any advertising agency, seiling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 














S. H. KAUFFMAN DEAD. 
PRESIDENT OF THE EVENING STAR 
NEWSPAPER COMPANY OF WASH= 
INGTON. 





S. 1. Kauffman, president of the 
Evening Star Newspaper Company, 
president of the Corcoran Gallery of 
Art, and former president of the 
American Newspaper Publishers’ As- 
sociation, died at his home in Washing- 
ton, D. C., on March 15, 1906. 

He was born in Wayne County, 
Ohio, April 30, 1829. Mr. Kauffman 
was a newspaper publisher in Ohio 
during the fifties. 











MR, WILLIAM M. BAKER, of Suc- 
cess Magazine advertising staff, died on 


Sunday, March 11th. 





L. L. Davipson, until recently 
business manager of the San An- 
tonio Gazette, is now with the 
Chattanooga office of Nelson 
Chesman & Co. 





A HANDSOMELY illustrated fold- 
er of especial interest to mem- 
bers of the National Educational 
Association has just been issued 
by the Passenger Department, 
Denver & Rio Grande Railroad, 
Denver, Col. 





THE publishers of Suburban 
Life have secured the services of 
Mr. David D, Lee, formerly as- 
sistant advertising manager of 
Appleton’s Booklovers Magazine, 
who will occupy the position of 
eastern advertising manager of 
Suburban Life, with headquarters 
at the Presbyterian Building, 156 
Fifth avenue, New York. 





A DISGRACE. ; 

The appointment of Ex-Con- 
gressman Loud of California to 
represent the United States of 
America at the Universal Postal 
Congress in April next, at Rome. 
Italy, is to be regretted. Arthur 
Brisbane justly puts it this way: 

Our representation at Rome is a disgrace to 
the people of America, a disgrace to the Post- 
Office, a disgrace to Mr. Roosevelt, and a 
direct insult offered by him te the American 
voters, whose decision he has overruled. If 


the ie remove a man from fheir pay- 
roll, Mr. Roosevelt should not put him back. 


SPRINGFIELD FORMING AD 
CLUB 


A meeting was held recently in 
Springfield, Ill., to take the first 
steps toward organizing an ad- 
vertising club in that city. News- 
papers, prominent advertisers and 
others are interested. Those 
present were: Frederick Mackey, 
Charles A. Pfeiffer, W. E. Cole- 
‘nan, J. O. Haworth, W. J. Horn, 
Harry Hofferkamp, David How- 
ells N. R. Jerald, Louis J. 
Samuels, Robert H. Lord, A. L. 
Bowen, A. Appel, Latham T. 
Souther, Roy M. Noblett, William 
H. Sullivan, D. J. Callahan, 
Homer E. Foster, Charles F. 
Hodgson, and Harry J, E. Knotts. 
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“WHOEVER mentions America’s 
leading newspapers mentions the 
New York Herald (©) first.” 





The St. Louis Advertising Men’s 
League, at its sixty-cent noon-day 
luncheons in the Jefferson Hotel, 
listens to short papers on adver- 
tising topics. These are intended 
to provoke discussion, 


A TRUST COMPANY’S 
REALTY ADVERTISING. 


A sixty-eight page catalogue, 
handsomely printed, issued by the 
Mercantile Trust Company, St. 
Louis, lists several thousand 
pieces of business, residence and 
investment property in that city 
for which the institution is selling 
agent. Prices are given, with full 
descriptions, and general informa- 
tion regarding the stability of St. 
Louis real estate. This catalogue 
is not only a commendable bit of 
advertising to appear with the 
name of a banking institution on 
its cover, but is the sort of cata- 
logue that realty men would do 
well to copy. 





Upon an order granted by 
Justice Amend of the Supreme 
Court, the National Cloak and 
Suit Company, 119 and 121 West 
23d street, New York, has secured 
an injunction restraining Bernard 
B. Given, of Syracuse, N. Y., trad- 
ing under the name of the New 
York Cloak, Suit and Fur. Com- 


pany, from issuing and distribut- $ 


ing circulars and fashion sheets in 
imitation of those issued by the 
National Cloak and. Suit Company. 
It was shown by the affidavits that 
Given had appropriated a fashion 
sheet of the National Cloak and 
Suit Company and reproduced it 
in almost its original form, mere- 
ly substituting his own name for 
that of National Cloak and Suit 
Company. This decision is im- 
portant on account of the tendency 
of a great many unscrupulous con- 
cerns to reproduce the advertising 
matter of reputable houses, and it 
is likely that it will have a good 
effect—George Batten Company. 
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REASON-WHY 


‘¢Trust in the Lord and keep your 
powder dry,” was Cromwell’s battle 
cry. 

And his ‘‘ Iron Sides’’ won, 


“Plan your Advertising Campaign 
wisely and have your Copy Right,” 
is the Ethridge-Kennedy idea. 


It is winning out in American 
advertising. 


The Ethridge-Kennedy idea of plan 
and copy has a reason back of it. 
It is ‘* Reason-Why.” And _ this 
Reason-Why advertising has been 
widely. crudely, ignorantly and un- 
successfully imitated. 


The reason why the imitations have 
failed is this: Condensed type, italics, 
under-scorings and short paragraphs 
are not reasons for anything. 


‘*Reason-Why”’ copy sells what it 
presents to the reader as a salesman 
sells goods to a purchaser. Jt con- 
vinces by telling the reason why in an 
original, convincing and compelling 
fashion. 


The ability and experience which 
discovers and presents the Reason- 
Why is the real reason why. The 
manner of presenting the Reason-Why 
is secondary. 


This company places real Reason- 
Why ability and experience at your 
service. 





It plans Reason-Why campaigns and 
writes Reason-Why copy for 10 per 
cent of the cost of your advertising 
space—percentage to be not less thar 
5,000. 

An affiliated agency places your 
business and takes care of the clerical 
details. We save our time and energy 
for Reason-Why service to you, The 
arrangement operates perfectly as we 
can show you. 


Write to me: 


JOSEPH GRAY KITCHELL 
President 
THE 
ETHRIDGE-KENNEDY Co. 
41 Union Square 


(Telephone 4847 Gramercy) 
NEw York CIty 
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THe Preacher's Assistant, of 
Reading, Pa., will be incorporated 
in the April issue with Current 
Anecdotes, of Cleveland, Ohio, 
and the name will be changed to 
the Expositor and Current Anec- 
dotes. 





Tue Philadelphia Electric Com- 
pany has issued the first number 
of a modest house-organ, which 
the editor states will be published 
every little while for the informa- 
tion and in the interest of cus- 
tomers. 





BECAUSE of the oversight of 
compositor and proof-reader, a 
Columbia, South Carolina, firm re- 
cently advertised certain material 
for 6% cents a yard which they 
really proposed to sell at 62% 
cents. The publishers of the 
State (©), in which paper the 
advertisement appeared, stood for 
the advertisement as printed, and 
scores of buyers were the gainers 
thereby, 





THE STAR ( GALAXY. 
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The Standard-Union of Brook- 
lyn, N. Y., became on March 13. 
1906, a member of the brilliant 
combination of newspapers and 
periodicals known and celebrated 
as the Star Galaxy, an association 
which no newspaper man would 
think of joining were he not only 
justly confident that the circula- 
tion statement issued by him will 
stand out bright and clear under 
the most searching investigation. 
Mr. H. L. Bridgeman is the first 
and only publisher of a Brooklyn 
daily that thas ever submitted a 
detailed and satisfactory report of 
circulation to Rowell’s American 
Newspaper Directory. In addi- 
tion, the Standard-Union is the 
first publication in Greater New 
York which has obtained the 
Guarantee Star. 
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THE average daily . distribution 
of the Decatur, Illinois, Review 
for the month of February was 
10,988, which is a gain of 465 
copies over January. 





NEWS OF THE AD CLUBS. 


At the February dinner of the 
Cincinnati Advertisers’ Club the 
new officers were installed, as fol-_ 
lows: President, W. B. Johnson; 
first vice-president, J. C. Kelly; 
second vice-president, W. B. 
Hunting; secretary, H. E. Hall; 
treasurer, J. A. Tomlin; gover- 
nors, A. M. Guthrie, W. E. 
Kreidler, Will L. Finch, W. P. 
Orr, Alexander McDonald.  H. 
W. Prentis, Jr., secretary of Cin- 
cinnati University, spoke on ad- 
vertising as applied to education. 








MR. BEACH OF DETROIT. 


If E. H. Beach could only bring himself toa 
point of giving the total net sworn circulation 
of the Book-Keeper, instead of using round 
figures, in which he is so adept, his statement 
of an enormous increase in circulation would 
receive greatercredence among advertisers — 
Mail-Order Fournal, Chicago, for March, 
1906. 

The 1905 issue of Rowell’s 
American Newspaper Directory 
gives Mr. Beach’s paper the fol- 
lowing record: 


BUSINESS MAN’S MAGAZINE 
AND THE BOOK-K EEPER; monthly; 
two hundred and sixty pages 6 ee => 
scription 81; sapteee 1888 ; 

editor ; The Book Keeper Publishing “Co., 
publishers. Office, Book-Keeper bldg. (12—4). 
Circulation: c+ varied from 14,000in 
1891 to F in 1895. In 1 f. E. Actual average 
for 1897, 17,262. 1898, zE. In 1! 
C(+ +). In 1900, YE. In} 1901, (z—3, 5, u) E. In 
1902, yE (++ : In 1903, yF (OO). In 1904, 
(z—4) ¥ (o@ 


Anyone laeaasdaat in these mat- 
ters may turn to the table of keys 
in the Rowell Directory and learn 
what the various signs and sym- 
bols mean. For the 1906 issue of 
the Directory, now under final re- 
vision, Mr. Beach has not fur- 
nished any report at all, although 
he was given an opportunity to 
do so. It should also be borne in 
mind that a publisher virtually 
controls his figure rating and that 
it does not cost him one cent to be 
properly rated, if he gives the Di- 
rectory editor the required infor- 
mation, 
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On May 1 the Chicago Post 
will move next door into the 
building that is to be vacated by 
the Journal. The latter paper 
goes to a new building of its own 
on Market street. 





Tue J. C. Ayer Company, the 
proprietary medical house of 
Lowell, Mass., has withdrawn 
from the Proprietary Association, 
making the -announcement that it 
believes in printing formulas on 
patent medicines. 


On March 4th there were 84 
columns of paid advertising in the 
Columbia, S. C., State, which its 
publishers say ‘was 23 columns 
more than were carried on the 
same day by its chief South Car- 
olina competitor. : 


NEWSPAPER PROGRESS. 


Newspapers grow better in their 
character and their influence. This 
fact may lately have been obscured 
by the amount of criticism, most 
of it just, that has been passed 
upon certain evils in the press. 
Papers are proper subjects of cri- 
ticism, like gas companies, insur- 
ance companies, politics, or oil 
trusts, and we have been among 
those to be as frank about our 
own profession as about any other. 
The truth remains that the Ameri- 
can newspapers to-day have more 
power and use it for better ends 
than at any previous time. We 
are trying to make political stand- 
ards nobler. We are trying to re- 
move corruption from the great 
business enterprises that affect the 
welfare of us all. At present the 
wave of exposure seems to accom- 
pany a genuine moral uplift. If 
it is real, if the whole tone of our 
society is being raised, then this 
belief in ‘better newspapers will be 
justified. If there is no genuine 
improvement in our hearts, if the 
outbreak of exposure is only an 
epidemic, then, of course. this ap- 
parent step forward of the press 
will prove illusive also. We are 
glad to be among those who be- 
lieve in its  reality.—Collier’s 
Weekly. 
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THE publishers of the Pueblo 
(Colo.) Chieftain, B. F. Scribner 
and F. B. Abernathy, have bought 
the plant of the Pueblo Litho- 
graphing and Publishing Co., and 
united it with the Chieftain’s job 
office under the name of the 
Franklin Press. 


THEREFORE we know that our posi- 
tion in the Roll of Honor in PRINTERS’ 
INK is a paying investment, simply not 
because we get a good many foreign 
advertisements and _ inquiries, but 
because a great many advertisers men- 
tion, “I saw your advertisement in 
PRINTERS’ InK.”—Chas. R. Long, 
Business Manager Chester Times, 
Chester, Pa, March 7, 1906, 





THE BUFFALO “EVENING 
NEWS.” 


We have been allowed the privilege 
of having our paper represented in 
PRINTERS’ INK’s Roll of Honor for 
the past year, and feel sure that we 
have received great benefit from the 
publicity given our paper through that 
coluynn. We are pleased to continue 
the notice for the present year.— 
Buffalo Evening News, Buffalo, N. 
Y., March 7, 1906. 








RATE-CUTTER’S DAMAGES 
REDUCED. 


C. G. A. Loder, a Philadelphia 
druggist who made a practice of 
selling at cut rates, sued the three 
national drug associations some 
time ago on the ground that they 
constituted a trust, and refused to 
sell ‘him goods. Action for $100,- 
000 resulted in an award of $20,000 
damages, but this has just “been 
reduced one-half by a_ higher 
court on the ground that the jury’s 
award was excessive. The court 
stipulates, however, that $2.500 be 
paid by the drug associations to 
Loder’s attorney. If Loder con- 
sents to the reduction, the court 
will then order the clerk to mul- 
tiply the reduced amount by three, 
as provided by the Sherman: Anti- 
Trust Act, under which the suit 
was brought, which will bring the 
damages to be awarded to the 
plaintiff to $32,641.56. If he re- 
fuses, a new trial will be granted. 
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SmitH & THOMPSON have re- 
signed the representation of the 
Los Angeles, Cal., Herald and 
the Winnipeg, Man., Telegram. 


Tue Ad Writers’ Association of 
Springfield, Ill., has finished its 
organization and elected the fol- 
lowing officers: President, Nich- 
olas R. Roberts; vice-president, 
Frederick’ D. Mackey; secretary, 
H. J. E.° Knotts, and treasurer 
Latham Souther. At the first 
meeting recently these papers 
were read: “The Origin of Ad- 
vertising,” by Frederick D. Mac- 
key, advertising manager Spring- 
field State Journal; “Making 
Springfield a Better Trade Cen- 
ter,’ Charles A Pfeiffer, advertis- 


ing writer E. & W. clothing 
house; “How to Advertise,” D. ‘fi 
Callahan, advertising writer 


Myers Brothers. 


PARTY OF FARM EDITORS. 


Seventy-nine salesmen of the 
Co, 


Empire Cream Separator 
Bloomfield, N. J., recently met in 
convention at the company’s home 
offices in that town, spending a 
week ‘in discussing ‘business poli- 
cies. On the special train that 
brought them from Chicago were 
also the following editors of agri- 
cultural papers, who were guests 
of the company during the con- 
vention: : 

J. H. Carse, Hosfodar, Omaha; G. A. 
Taylor, Farm Magazine, Omaha; J. H. 
Smith, Agricultural Epitomist, Spencer, 
Ind.; John O. Wildt, Svenska A merikanska 
Posten, Minneapolis; H. Gaines, Farmers’ 
Advocate, Topeka; E. R. Shoemaker, Kim- 
ball’s Dairy Farmer, Waterloo, ae F 
Olsen, Skandinaven, Chicago; E. L. Bernard, 
Farm Life, Chicago; A. W. Trow, Farmer, 
St. Paul; W.C. Wilson, Elein Dairy Report, 
Elgin, Ill.; Benjamin F. Billiter, Farmers’ 
Guide, Huntington, Ind.; J. K. Mortland, 
Farm Stock and Home, Minneapolis; J.B 
Conner, /ndiana Farmer, \ndianapolis; H. 
W. Munson, Nebraska Farmer, Lincoln, 
Neb.; T. C. Hislop, Farmers’ Voice, Chi- 
cago; D. Graham, Kansas Farmer, 

opeka; W. F. Dunn; Farm Star, Indian- 
apolis; H. C. Wallace, Wallace's Farmer, 
Des Moines; A. G. Sullivan, Prairie Farmer, 
Chicago; Otto E. Haubold, Farm and Home 
(Orange Judd Co.), Chicago; James Slocum, 

leaner, Detroit; C. T. Miller, Farm and 
Fireside, Springfield, O.; T. Morse, 
Daily Drovers’ Telegram, Kansas City; F. 
W. Stilwell, Farmers’ Tribune, Sioux City, 
Ta.; E. W. Chandler, Farmers’ Review, Chi- 
cago,and T. D. Harman, National Stockman 
and Farm, Pittsburg. 
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THE Indianapolis ‘News will not 
enter the field of Sunday journal- 
ism, aS was stated in Printers’ 
INK, issue of March 7th. The 
suspension of the Sentinel leaves 
three papers in the field—the 
News and the Sun, both evening 
papers, and the Star, published 
every morning. The only Sunday 
paper in Indianapolis is the Star. 





THE Webb Publishing Company 
of Minneapolis, Minnesota, pub- 
lishers of the Farmer, Farmer's 
li ife and Poultry Herald, will 
erect a modern publishing plant 
this spring at the corner of Ninth 
and Minnesota streets. The build- 
ing «will be three or four stories 
in height, 90 by 100 feet in dimen- 
sions, and will be constructed of 
pressed brick. 





Tue Army and Navy Journal 
( ©©) has issued a pamphlet on 
the “Service Field” which should 
furnish .food for thought for the 


advertiser. The Service Field is 
the phrase taken to designate 
everyone directly or indirectly 


connected with the country’s mili- 
tary and naval establishment, and 
is estimated to contain between 
250,000 and 300,000 men and 
women. The opportunities for 
mail-order advertisers in the field 
is particularly good, as many of 
the army posts are located at 
points remote from large cities. 
At these posts the Post Exchange, 
which is in charge of an army 
officer, keeps in stock almost 
everything for which a general de- 
mand has been created. The an- 
nual ‘business of the Post Ex- 
changes is said to reach $1,250,000. 
The Army and Navy Journal has 


‘become, in a sense, the organ of 


the Service. On more than one 
occasion its utterances have car- 
ried more than a little weight 
with those in authority. In addi- 
tion to its home circulation, it is 
subscribed to by the War and 
Admiralty offices of Europe, 
where its views in regard to 
American Army and Naval affairs 
are accepted as official. 
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A uittLe folder which ought to 
appeal to father and child alike 
comes from the Studebaker 
Brothers Manufacturing Company 
of South Bend, to advertise the 
“Studebaker Junior,” a child’s 
wagon built along the regular 
Studebaker lines. The pamphlet 
is a product of the Long-Critch- 
field Press, 





“THE SQUARE DEAL.” 


Newspaperdom has started an 
advertising column headed the 
“Square Deal” with the following 
sub-head : 

Agencies which do business upon a cash 
basis and have proven to Newsfaperdom that 
they have no alliance or connections with 
foundries, supply houses, etc.; and that they 
are in a position to give advertisers the ‘“‘Square 
Deal” because of this fact. 

After the sub-head follow the 
names of about three advertising 
agencies. Newspaperdom’s inten- 
tion is no doubt a good one, but 
why should the advertiser accept 
the proof which was satisfactory 
to Newspaperdom, and how can 
the advertiser find out except by 
experience that ‘he is getting the 
“square deal.” There is listed 
among the three agencies above 
referred to, one that has been 
swapping space up to a very short 
time ago. But then only alliances 
or connections with foundries, 
supply houses, etc., are tabooed, 





the most pernicious practice, that 


of swapping space, usually at the 
advertiser's expense, does not 
seem to bar an agency from being 
listed under the “square deal.” 
And why should an advertising 
agency advertise titself as giving a 
“square deal,” a thing to be ex- 
pected from any agency worth 
while dealing with? What an ad- 
vertising agency should advertise 
is its efficiency of service, its 
promptness and ability to serve 
clients—the “square deal” ought 
to be a matter of course. The 
first named agency in Newspaper- 
dom’s “Square Deal List” is one 
that has stood forty years for the 
square deal and it appears rather 
painful to see this fact advertised 
as something new. 


THE average daily circulation of 
the Harrisburg, Pennsylvania, 
Telegraph for 1905, as shown by 
its detailed statement, was 12,732. 
The average for January, 1906, 
was 13,387. The Telegraph claims 
to have the largest paid circulation 
in Harrisburg. 


Proofreader’s Marks, 
y ® Lower case. 
Capital letters. 
Capital letters, 
Turn over. 
Insert space, 
Transpose. 
Spell out. 
Move over. 
Even spacing. 
Take out (dele). 
Bad letter. 
Less space. 
Left out; insert. 
Paragraph. 
No paragraph. 
Close up entirely. 
Comma. 
Period, 
Hyphen, 
Colon. 
Semicolon. 
Apostrophe. 
Quotation. 
Wrong font. 
Em quad space. 
Let it stand. 
cameo Let it stand, 
Push down space, 
One-em dash, 
Two-em dash. 
Straighten lines, 
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A sMALL folder from the 
Times-Recorder of Zanesville, 
Ohio, contains, in addition to the 
1905 circulation statement in detail, 
several brief testimonials from 
local advertisers and two or three 
paragraphs of reasons why Zanes- 
ville is a profitable field for the 
general advertiser, and why the 
Times-Recorder is a good me- 
dium. During 1905 the average 
number’ of copies printed and cir- 
culated per issue was 10,566. 





SUGGESTIONS FROM 
ADVERTISER. 


A recent issue of the Kansas 
City Journal contains the follow- 
ing: 

We have received the following sug- 
gestions from an advertiser and they 
are so brief and to the point that we 
reproduce them in full. In speaking 
of newspaper advertising, the article 
gocs on to say: 

The body of the announcement 
should be so constructed as to retain 
the reader’s attention throughout its 
entire length, after the heading has 
done its duty by attracting the atten- 
tion of the reader. 


AN 


bic 

The heading of a newspaper adver- 
tisement should give, in as few words 
as possible—three or four are not too 
few—the entire sense of the body of 
the announcement which follows. If 
possible, the heading should indicate the 
complete contents of the advertisement; 
therefore use a long heading if neces- 
sary: a short one that does not do so 
would not be as successful as a long 
one that does. It will probably be 
found much easier to write the heading 
after the body of the announcement 
has been composed. In this way an 
appropriate heading is easier of selec: 
tion. 

* 7 * 

As to the body of the advertisement. 
Its general appearance should convey 
the idea of neatness and good taste. 
Sprawley announcements’ should be 
avoided. Careful consideration should 
be given to the class which it is de- 
sired to reach. There are several styles 
in which the advertisements may be 
composed, and that which will best ap- 
peal to the class to be reached should 
be chosen. In writing newspaper an- 
nouncements use good plain English 
that can be easily read and understood. 
A plain, hitsthe-point, forceful an- 
nouncement should always be aimed at. 


When possible use a cut. In order 
to be effective, however, cuts must be 
good ones, not only in their mechanical 
production, but also in their special 
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adaptability in the advertisements which 
they embellish. 
* * 

After ‘i announcement is _ con- 
structed the manner in which it is set 
up by the printer is very important, for 
an advertisement not set up properly 
will surely lose most of its effectiveness, 
A method which we would suggest is 
that of having original copy set up by 
the newspaper office which it has been 


noticed displays the most intelligence 
in setting up advertising announce- 
ments. 

* * * 


Proofs from such a paper may then 
be sent to the various mediums selected 


by the advertiser, with instructions 
to “follow copy.” 
* * * 
Qareful attention to the manner in 


which advertisemnts are set up by the 
different newspapers will reveal the fact 
that one almost invariably sets them 
up in a more appropriate and _ artistic 
manner than the others. 

When every advertiser takes 
PRINTERS’ INK, ‘as every adver- 
tiser should, there will be less ne- 
cessity for the newspapers to give 
directions for the preparation and 
display of advertisements. Until 
that time, it will be up to those 
publishers ‘who appreciate their 
own best interests to do some ed- 
ucational work along these lines 
in their own columns, as in the 
following example: Such publish- 
ers will find it a distinct advan- 
tage and an economy of time to 
use Printers’ INK as a basis for 
such matter, or to reprint some of 
its interesting articles bodily. The 
cheapest, and by far the most ef- 
fective way is to subscribe to 
Printers’ INK, at publishers’ rate, 
for each advertiser and_ possible 
auvertiser in the local field, thus 
furnishing advertising advice from 
an unbiased source, as well as a 
large number of specienen ads for 
practically every retail line, all 
ready for use. A number of pa- 
pers are doing this with highly 
satisfactory results. The invest- 
ment is small, the possibilities for 
profit are large, PRINTERS’ INK’S 
weekly visits constitute, in them- 
selves, a soliciting service of real 
consequence, for they not only 
inspire a belief in advertising gen- 
erally, but as applied to the par- 
ticular needs of each individual 
reader, 











It is very seldom an advertiser 
about the results 


complains ; re- 
ceived from the Ladies’ Home 
Journal or Saturday Evening 


Post. No other papers have such 
uniformly good reputations among 
advertisers as these two publica- 
tions. While they have exceed- 
ingly large circulations and are 
likewise very popular there are 
other papers that in circulation 
will compare quite favorably with 
these two, but somehow or other 
when an advertiser figures up his 
results these two papers invari- 
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ably are either the leaders or fol- 
low them very closely. Aside from 
their large circulations there must 
be apparent another reason, and 
one not very ‘hard to find. There 
are no two other publications in 
the country over which their man- 
agement exercises so great a pre- 
caution to prevent any announce- 
ment from creeping in that in the 
slightest respect carries with it 
imposition upon the public than 
the Ladies’ Home Journal and the 
Saturday Evening Post.—The 
Mail Order Journal. 























HROUGHOUT the old home of 

George Washington one can see 

the different pieces of furniture 

which for so many years were a 
source of pleasure to him. 

Each individal piece portrays the 











character of George Washington— 
good all the way through. 

In selecting our new stock this 
thought was constantly kept in 
mind—that it be good all the way 
through. 


oe City’s Best Furniture Store.” 


“(acoby 


FVRNITVRE JY 


W3-915 GRANO AVE. 


NEAR THE POSTOFFICE 





PREPARED BY THE KANSAS CITY_"* JOURNAL’S’? ADVERTISING STAFF, 
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EARLY 


NEWSGATHERING IN 
HARLEM. 

The establishment of the new daily 
in Harlem recalls to Park Row veter- 
ans memories of a time when they 
looked upon Harlem as a_ howling 
wilderness. The World was the first 
of the big papers to establish a Harlem 
bureau. It hired a room at 125th 
street and Lexington avenue. One fine 
winter’s day in 1888 the senior police 
reporter was informed by _ telephone 
that he would have charge of the Har- 
lem office and would be expected to 
turn in seven columns of local stuff a 
day. 

Five young men, who made up in 
energy what they lacked in experience, 
were detailed to assist the ex-police 
reporter, whose troubles began early. 
Two dull police courts, half a dozen. 
sleepy station houses and three little 
hospitals were the chief sources ot 
routine news. Churches, clubs ~ and 
political associations were worked for 
all they were worth. Telephones were 
few and the service was bad. There 
were no trolleys, and in what is now 
the borough of the Bronx the 
paleoleithic ‘‘huckleberry” cars ran, or 
rather crawled, whenever the starter 
at Harlem bridge thought the horses 
could stand the fatigue of a journey. 

Once in a blue moon something really 
great in the news line happened in 
Harlem. The cold-blooded night city 
editor promptly gobbled it up for the 
main sheet. And when the Harlem 
editor went down town for his weekly 
wage on Saturday he was pleasantly 
asked if he could not make his page 
a little livelier. 

By and by the daily Harlem edition 
of the World was discontinued but two 
pages of stuff were published every 
Sunday for several years, 

To-day Harlem is, for news purposes, 
as much a part of New York as the 
old Ninth Ward is, and all the big 
dailies have offices on 125th street, a 
thoroughfare almost as busy as Broad- 
way.—Fourth Estate. 


RES Ca 
CONVENIENCES. 

The International Advertising Asso- 
ciation, in its 1906 prospectus, calls at- 
tention to its New York office in the 
Flatiron Building, where members visit- 
ing the city can find desks, telephones, 
telegraph, stationery, messengers, sten- 
ographer and practically all the con- 
veniences that they would be likely to 
find at their own hotels. The associa- 
tion also has a reading room where 
members may refresh themselves with 
the Congressional Record every day, a 
complete file of the census reports, 
daily consular and postal bulletins and 
the official gazette of the Patent Office, 
with its complete record and description 
of all patents granted and trademarks, 
The latter work is illustrated, 
must be 


like eggs, 
fresh.—Ex- 


they are 


OPpPporRTUNITIES, 
hatched while 
change. 
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PUNISHING ADVERTISING FRAUD 
IN GERMANY. 


The drastic way in which, under the 
law against fraudulent advertising, a 
German concern which makes false or 
exaggerated statements is handled is 
shown by a case recently reported from 
Berlin. The defendant, a merchant of 
Spandau, whose name was Leo Cohn, 
advertised that he would clear out his 
stock of goods at less than half-price. 
A customer who made a purchase com- 
plained to the police that the advertise- 
ment was a fraud. Thereupon the re- 
tailer was prosecuted by the police and 
was fined $150 and ordered to pay the 
customer $75 damages. On appeal the 
fine was reduced to $75 and the 
damages were remitted on the charge 
that the customer had not suffered any 
material loss. 

We have a law of similar character 
in New York State, but, like many 
others, it is a dead letter.—Dry Goods 
Economist. 








Advertisements. 


All advertisements in ‘Printers’ Ink” cost 
twenty cents a line for each insertion, $10.40a 
line per year. Five per cent discount may be 
deducted if paid for in advance of publi- 
— and ten per cent on yearly contract 
pete holly in advance of first paptionsion. 
en type and cuts may be used without 
extra charge. but if a ited a ition is 
asked for an oprersteomens, and granted, 
double price will be dem 


WANTS. 


—- To buy a second-hand perfecting 


Scott Breerced: answer quick, 
Care of Prit Printers’ Ink “XX 12 


FIRST-CLASS advertisin solicitor would 
like to represent some rst. class —, 
tionsin Chicago. Address “W. B.,” Printers’ 


DVERTISING AGENCY wants rate and order 
man, Address, aM Box 986, Plt age and 
salary expected. “A.M x 986, Pittsburg, Pa 


A= [e. with adverti b otvertiins 
rm in this locality. 
aaarens Me Oi MEIN ZER, Easton, Maryland. 


wa Se space for flavoring ex- 
tracts; on market oven in exchange for 
treasury stock. “EXTRACTS,” care 
Printers’ Ink. 


APABLE EDITOR; tempe g Capepeonins married (33), 

seeks sition on daily. weekly or trade 

journal. r, LMER, 75 Van Buren Street, 
‘assaic, 


‘(HE circulation of the New York World. 
morning edition, exceeds that of any other 

morning newspaper in America by more than 

100,000 copies per day. 

A* Pika AS tinge raduate—able, original, 
desires positio: n write chatty or pic: 

turesque co} Py: Any. locality. Best references. 

Address “A. 


”’ care Printers’ Ink. 
poosrrices open for competent newspaper 
workers in all departments. Wri for 
Foner FERNALD’S NEWSPAPER MEN’S EX 
ANGE. 368 Main St., Springfield, Mass. 


MAs bunting is ovr business. If you are 
competent to earn $1,000-$5.000 write for 
booklet and state position desired; 12 offices. 
HAPGOODS, Suite 511. 309 Broadway, N. Y. 


Cokceaaisa TYPE—A Cyclopedia of Kvery- 
da a ae for oer i. Printer Adver- 
tising 3 jan; get ** 

ag’ts wanted. A. 3X 





ability, desires 





wise”, , 0c. postpa 
ARNELLS 1s0 Nassau 8 8t.. . Y. 
















pee experienced man to take 
rge of farm journal. Must be able to 
invest Pry? or more rapidly growing busi- 
ness. Apply. stating qualifications, to Box 908, 
Brandon, Manitoba. 


Ap od ADVERTISER and mail-order dealer 
shouia read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Png circulation of any 
sdvertising journal in ameriva. Sample copy 
free WESTERN MONTHLY. 815 Granu 
ave., Kansas City, Mo. 


SUCCESSFUL electrical journal wants an Al 
advertising —— in New York, 
Boston and Philadelphia. Must ve some 
knowledge of electrical business and furnish 
references, 2 commen. Address, ** HUST- 





LER,” care of Printers’ Ink 
DVERTISING WRITER, dry goods. A man 
of experience; originality, action, and a 
fast writer of good publicity matter op- 


portunity for advancement. State exverience, 


salary expected and send samples of work Re- 
ply ~ jean only. Address *‘F. FE. N.,’’ 200 Greene 
Stree 


eae manager anager of well-known daily 

comparivg favorably in amount of busi- 

ness Pr = | wit any in the entire country, will 

make new with agen- 

cies and general pn Extensive knowl- 

or of - tield. A business builder. Address, 
C. C.,” Printers’ Ink. 


= -ENGRAVER wishes to change present 
location. a well equipped plant and is 
doing large business. Any publisher having a 
lease on eign with top loft to rent in same, 
might make advantageous arrange:nents to both 
parties. Or will consider top loft in any modern 
building, having about 4,000 square feet of space, 
“K.J.A.,” Printers’ Ink. 


\ ANTED--Position as business manager or 

advertising manager for gova daily in 
South, or position with first-class advertising 
agency, by settled married man. Fifteen years 
experience in newspaper work and general 
“aa” writing with one of the leading po agaay > 





South. Now PEREM ed, but desires change. 
om, a ’ care of Printers’ fg 
New York, N 


Position wanted by a capable and thor- 
oughly competent 


Correspondent, Systematist, 
Manager, Business Getter, 


experienced in trade paper work. 
Address ‘‘ M. M. M.,” care Printers’ Ink. 


yous MAN in publishing office to take 
charge of ~~ make-up of the advertising 
per; 
cated, experienced an: ve 
thorough knowledge of the routine of a ae 
office ; capable to write and lay out advertise. 
ments ; one with faculty for details, state age. 
ry. references, where we nadi "60° wey 
and other particulars. Ad care 
of Printers’ Ink. 


ADVERTISING 


MANAGER 
Desires New Connection 


I HAVE for nearly five years been holding 
one of the best isu and (orn advertising 
for nearly twenty 
years have studied and worked on the prop- 
osition of effective publicity. 1 am an orig- 
inator of successful advertising and selling 
plans (both general and direct), a writer of 
advertising, a manager and executive, and 
have thorough, practical knowledge of 
advertising ed work, salesmanship. 
publisuing. nting, commercial art an 
ee ay and engraving. I want to 
ear eads of large ——— only. 
Salary: reasonable figure for 
until I have demonstrated. 
“CIENTO,” care of Printers’ Inx. 
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Y YOONG MEN AND WOMEN 
of ability wno seek positions as adwriters 
and ad managers should use the ciassified co!- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce St., 
New York. Such advertisements will ve inse: 
at 20 cents per liue, six wordsto the line. !RINT- 
eR8’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States, 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for ready positions at $2) a week and over, to 
write for free copy of = new prospectus and 
endorsements from leading concerns every- 
where. One graduate filis $8,000 genes, —— 
$5,000, and —~ number earn $1,500. The 
clothing adwriter in New York owes his a. 
cess within a few months to my teachings. De- 
mand exceeds su, sup we 
GEORGE H. POWELL Advertising and Rust- 
ness Expert, 55 Metropolitan Annex, New York. 


a 
BUSINESS OPPORTUNITIES 


a, Jybtahing business already 
cleari oF ge comet en 4 but 
gubstantially poe Fe m value, ob- 


tainable oy owner’s ath Her r “interests and 
overwork, f: great growing 
field and sate ng ‘excellent advantages Buyer 
need not have technical See Informa- 
tion furnished eee ncipals only 


“STATISTICS,” Room 70, Wor idg., New York. 
PRINTERS. 
RINTERS. Write i. “R. CARLETON, Omaha, 


Nev., for copyright lodge cut catalogue. 


Wwe print catalogues, booklets. circulars. adv. 
matter—all kinds Write for prices. THE 
BLAIR PTG. Co., 514 Main St. 


Cincinnata. ©. 





DIRECTORY OF NOVELTY 
FACTURERS. 


GENTS wanted to sell ad novelties, 254 com. 
F 3 samples, 10c. J C. KENYON. Uwego,.N.Y. 


USTIC hand-turned wood souvenirs, ad nov- 
elties. BARTON & SPOONER, Cornwall-on- 
Hudson, N.Y 


6erNHE NOV wiry NEWS,” illustrated month- 
ly, trial 3 months, 10c. 604 Firmenish 
Bidg., Chicago. 


RYSTAL Paper Weights with your advertise- 
ment, $15 per 100. Catalog adv. — 
free. ST. LOUIS BUTYON CO., St. Louis, M 


RITE forsample and price new combination 
Kitchen Hook and Bill File. Keeps your ad 
before the housewife and business man. THE 
WHITEHEAD & HOAG Cu., Newark, N. J. 
Branches in all large cities. 


MANU- 


an 
DESIGNERS AND ILLUSTRATORS. 


H. SENIOR & CO., Wood , Wood Engravers, 0 Spruce 
e St.. New York. Service good and prompt, 


ESIGNING, ill strating, ro iilum- 
engraving, ing, art p int: 
ing. THI K INSLEY zlithogras Bway, N. Y. 





TRADE JOURNALS. 


66 R®4t. ESTATE.” Amsteraam. N. ¥.. circu- 
tion 3.000. for real estate dealers and 


owners: $1a year, names of buyers each month. 
a te 


CLASS PUBLICATIONS. 












20,000 Buyers 
of ($1,025.000,000 annually) 
Hardware, Housefurnishing 

Goods, ete. 








Read every issue of the 
Hardware Dealers’ 
Magazine. 


Write for rates. Speci 
— Copy mailed on re- 
uest. 


258 Broadway, N. Y. 
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ILLUSTRATORS AND ILLUSTRATIONS 
DVERTISING Cuts for Retailers; good, cheap. 
HARPER ILLUS. SYNDICATE, Coiumbus, O 
CARD INDEX SUPPLIES. 
TS CARD INDEX QUESTION will be quickly 
and easily settled by getting catalogue and 
price from the manufacturers. This means us. 
STANDARD INDEX CARD COMPANY, 
Rittenhouse Bldg., Phila. 
ee 
ADVERTISING AGENCIES. 


A. O’GORMAN AGENCY. 1 Madison Ave, 
e N Y Medical journal advtg exclusively. 


Ges GATE ADVERTISING CO., 3400-3402 

B Sixteenth st., San Francisco. Ca). 

] W. KASTOR & SONS ADVERTISING COM- 
e PANY Laclede Buildiog St. Louis, Mo. 

MVHE . L. IRELAND ADVERTISING AGENCY 


Write for particulars of the Ireland Service. 
925 Chestnut Street, PhiladelpLia. 





LBERT FRANK & CU., 
Generai Advertising Agents. Kstablished 

1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds piaced in every part of the world. 


ARNHART AND SWASEY, San Fran:isco— 
Largest agency west of C hicago, employ 60 
people, save aavertisers by aavising judiciousiy 
newspapers, billboards, walls. cars, distributing. 


25 Broad street. N. Y. 


i 8S surprising how much can be done in Can 
ada na a a napere well chosen and used 
to best a dvanta; solicit correspondence 
THK DESBAIATS “ADVERTISING AGENCY, 
Ltd.. Montreal. 


E want you to know the STaT“esMAN has 
nothing to do with the TRIBUNE now. Un- 
der STATESMAN s ownership the TRIBUNE run 
down to 800. Now we have 2.320. We offer you 
more circulation tban any other Austin 
daily Write for rate card. F. L. ge IN. 
Manager Advertising, the Austin, Texas, Daily 
TRIBUNE 


A COMMON MISTAKE. 


I am frequently in receipt of letters from 
would-be advertisers asking for advice and lists 
of mediums in a very general way. They give 
no information as to what ad they intenc to 
use, how often, how long, nor how extensively 
they wish to use it, nor what amount per montb 
they have to invest. Under such circumstances 
I can give no information. unless I were to write 
a book of advice, covering all conditions. and 
this 1am not encouraged to do when the appli- 
cant does not care to make his wants known 


pro 

Mf you * want advice and a list of mediums from 
me, cond a copy of the ad you wish to use, state 
what amount you wish to invest monthly, and 
send a deposit of say one month’s appropriation 
to show that you mean to do business, and todo1c 
with me. You will then be accorded diligent and 
conscientious attention. But many persons are 
writing about the country for all the informa- 

tion they can get free, who either place no con 

siderable advertising, place it direct, or with 
otner agencies, that | cannot afford to work over 
such request unless I have solid proof of honest 
intentions. STANLEY DAY, New Market, N. J. 


POST CARDS. 


~ TRONGEST, catchiest, best business bringing 

ee ed car?s on the market. Samples 

J. R. WIL LIAMS, The Advertising Man, 
le, Tenn. 


AMPLES of post cards, post card half-tones 
>. and prices —— them. sent to those 
writing a letter of inquiry forthem. STANDARD 
ENGRAVING CO., Photo-Engravers, New York. 

SE ie ee 
STOCK CUTS. 
We s a Son e catalogue of stock cuts. 
t in answer to Po 
uiry. STANDARD. ENGRAVING co., 
Engravers, New York, 











n- 
Photo- 
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INK. 


PREMIUMS. 


)ELIABLE cooas are traae builders 
Y sands of suggestive vremiums suitable for 
pubiishers and otners trom the foremost makers 
and whboiesaie aeaiers in jewelry and kindred 


Thov- 


lines, 500- e list price illustrated : atalogue, 
guises annually, 34th issue now reads, tree. 
MYERS w.. 47w. and 49 Maiden Lane. N.Y 
———+9>—— 


ADDRESSING MACHINES AND FAC- 
SIMILE TYPEWRITERS 


A UT aornmeth—An office machine that 
saves 90 r cent. Besides selling the 
*“AUTO-ADDRESSER,” we make an IMITATION 
TYPEWRITTEN LeTTER and fill in the address 
so that it cannot be distinguished from the real. 
pe BS do wrapping, folding, sealing mailing, etc 
8: 
‘A UTO-ADDRESSER. 310 Broadway N Y. 
—_—~or—————— 


PATENTS. 


_ SHEPHERD & PARKER, 
Solicitors of Patents and Trade Marks, 
508 Dietz Bldg., Washington, D C 
Highest references from prominent manufactur. 
ers. Hand book for inventors sent upon request- 


PATENTS that PROTECT 
Our 8 books for muegitorn mailed on as a 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington. D. C, 


Entab. TRY. 














COIN CARDS, 


Ye? PEI: 1,000, Less ror more. any printin 
DO THE COIN WRAPPER CO.. Detroit. den 
- +> >—____-_— 
HALF-TONES, 

ERFECT copper ‘halt- -tones, |-col.. $1. iarger 
0c per im. THE YOUNGSTOWN AKC EN- 
GRAVING CO., Youngstown. Ohio 


N‘ — HALEF-TONES. 

z 3, 75c.. 3x4, $1, 4x5, $1.60. 

Delivered when cash accompanies Che order, 
Send for samples 

KNOXVILLE WNGR AVING CO.. Knoxville. Tenn, 


ALF-TONE or line productions. 10 square 
inches or smaller. delivered prepaid. 7ic., 

6 or more, d0c. each, Caso with order Ali 
newspaper screens. Service day and nigbt. 
ji anaed for circulars. keferences furnishea, 
mops process-engraver. ¥. VU. Box 815, 
Philane hia, ha 


Le a 
MONEY MAILERS. 








ONEY MAILERS—$1.90 per M. Samples free. 
pi KING KOIN KARKIER CO,, Beverly, Mass. 
ae 
DISTRIBUTING. 


I ISTRIBUTING was placed during the month 
f July in every town of any consequence 
in the Southeast by the Bernara Advertising 
Service for four of the largest users of house.-to- 
house ‘distributing in the U. §. rite for esti- 
mate to CHAS. BERNARD, 1516° ribune)Builaing, 
Chicago. 
ee 


MAILING MACHINES. 
DICK MATCHLESS pa li 








‘Nae htest 
and quickest. Price $12. F — INE, 
Mfr., 178 Vermont S8t.. Buffalo, N. 
—+->—__—_ 
POSTAGE STAMPS. 
BUY at 4 off, unused. U. 


c.o.d, R. E. 
ORSER, R. 6, 94 Dearborn “t., Chicago, Ml, 
—— - +> 


ADDRESSING MACHINES. 


DDRESS'NG MACHINES—No type used in 
the Wallace stenei) adaressing machine, A 

card index system of adaressing used by the 
largest publishers throughout tne country. Send 
for circulars edo addressing at low rates. 
WALLACK & CO. 29 Murray St., New York, 
1310 Pontiac Blig.. 358 Dearborn St., ) Chicago. Il, 
————_— ee 


COIN MAILER. 
1,000 


for $3. 10.000, $20. Any printing. Acme 
Coin Carrier Co.. Ft, Madison, Ia. 














CARDS. 


very description are made by 
us. Wesbip to al ~ % of the world. Par- 
ticulars on request. 8. SOUVENIR POST 
CARD CO., 1140 Broadway. N.Y. 
4 @ > 


TIN BOXES. 


F you have an attractive handy package you 
I will sei] more goods and get batter prices tor 
them. Dec fever tin boxes have a rich appear- 
ance, don’t break, are handy, ana preserve the 
eontents, You can buy in one-half eross lots and 
at very low prices, too We are the folks who 
make the tin boxes for Cascarets, Huylers. Vase- 
line. Sanitol. Dr. Charles flesh Food. New Skin, 
and, in fact. for most of the “big ; guns. » Rut we 

‘just as much attention to tne “little fellows.” 

Better send for our new illustrated catalog. It 
contains jots of valuable information. and is 
free. AMERICAN ty ER COMPANY. 11 
Verona Street, Brook Y The largest 
maker of TIN BOXES joutside the Trust. 


a CARDS of ever: 











PAF PE R. 


BASJETT & SOTPHIN, 
45 Beekman st.. New_York City 
Coated paversa specialty Diamond B Perfect 
White for high-grade catalogues 
aE See 
PUBLISHING BUSINESS OPPORTUNI 
TIES. 


‘P.HERE’S money in periodical publishing. 
It’s a good. clean business 

With a magniticent outlook. 

Men have made fortunes 

in conducting publications 

Bought through my office. 

I sell reatly aid property: ‘exc lusively. 

Can greatly “ y — He et fren. 


os poe New York. 


SUPPLIES. 
he EMPIRE FOUNDRY 





TEW TYPE lb 


IN Delevan, N. ¥ 


OTE HEADINGS of Bond Paper, 54%x8% 
rt inches, with envelopes (laid p). 100 for 64c.; 
250 for $1.10, 500 for $1.60, 1,000 for $2.50, 2.000 for 
t. 50. 5,000 for $11.00. Send for sampies MERIT 

RESS: Bethlehem, Pa. 





W D. WILSON PRINTING INK Co., Limited, 
e of 17 Spruce St .New York. sellmore mag- 
azine cut inks than any other ink house in the 
trade. 

Special prices to cash buyers. 


UBLISHERS, Manufacturers, Paperhangers 
Billposters—everybody that uses paste try 
Bernard’s Cold Water Paste. Sample package 
by mail to any interested person.. BERNARD 8 
AGENCY, Tribune Building, Chicago. 





pprenneminsentih iia 
PRINTERS’ SUPPLIES. 


PRINTERS’ INK. 





PRINTERS’ INK CALLS 1T 
A Man’s Size 
Agate Rule 


Measures 126 lines agate. Made of litho- 
graphed d meta) (12x 24 inches. Also meas- 
ures 54. 8, 10, 12, if (both leaded and 
solid), i6 and 18 ‘pts’; ; each 4 inches long. 
Agate is9inches. All messures are plainly 
marked. Contains proofreaders’ marks, 
type table. and rule for determining space 
ad will occupy. Punched for hanging. 


Prices 


$ .50 each. 
$2.50 % dozen. 
$5.00 doz. 





L. ROMMEL, JR., 
61d Merchant St., 


Newark, N. J. 
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ADVERTISEMENT CONSTRUCTORS. 
6 ‘G RAINS OF GUMPTION,” a48-page booklet, 
justity the 
alsey St., 


with contents, which fully 
title, 25c. JED SCARBORY, 557a 
Brooklyn, N. Y 


Business 


introduce them in your 
“follow-up.” and notice in- 
creased returns. Address 
on your office stationery 
FREDERICK WAR 
(Origtaeser of Illustrated Letters), 
Dearborn wborn St., Chicago. 


Tell Me Your Advertising Troubles. 


I can cure them. I write, sage and place all 
sorts of aavertising give advice on all advertis- 
ing topics: in fact, take charge of the whole ad- 
vertising campaign. My charges are very reason- 
able, my work of the highest order. One dollar 
sent to me will bring four sample ads or cir- 
cular letvere by re return mail Writeto-day, giving 
data. J H RIMORE. Westerville O . Box 105. 
WHATLAMA 


7 AT. 

W I make Catalogues, Booklets, Price Lists, 
Folders, Circulars, Mailing Cards anda Slips, Cir- 
cular Letters (of the latter often a ser‘es), News- 
paper, Magazine and Trade-Journal Advertising, 
Street Car Cards—in short, Commercial Litera- 
ture inallof its many possibilities. My work 
includes the writing-up of the subject matter 
from such data as may be furnished me and I 
am constantly cailed upon to evolve well-grown 
“Oaks” from exceedingly small “Acorns” of In- 
spination, I dv not know all about anything 
and do not even suspect myself of it, but do 
know alittle about several things, including 
how to set about hunting up the great variety 
of matters that Lam _ so constantly called upon 
to ‘‘xnow” considerable about. 

I believe that a “crisp” and often unusual 
treatment of subjects is entirely com; atiole with 
a close adherence to purely business details and 
I never wilfully publish the bans of marriage 
between’ Downrighv Dullness and “Perfect De- 





corum,” as they never need be wedded. 

Possibly 1 might be profitable to some of Print 
ers’ Ink patrons. How about YOURSELF, for in- 
stancet If you should conclude to write me 
about some Reeth need it were wise for you 
to shun postal c 
No. 67 FRANCIS 1 oWAULE, 402 Sansom St.,Phila 

——+or— 


FOR SALE. 


OB TYPE-—latest faces—$1 00 font, list free. 
e KUESTNER, 246 ast 125th Street. 


r°e SALE— Two Linotype machines. 
HEROLD COMPANY, Milwaukee, Wis. 


ARRIS PRESS, 15x18 sheet feed. Perfect con- 
dition. Address “ N. J.,” Printers’ Ink. 


]}OR SALE-1 Monotype casting machine, key- 
board, job attachment, casting jov faces up 
to 36 pt. High-class condition. practically new 
Speak quick. — care Printers’ ‘Ink, 
New York Cit; 


INE pacino NEWSPAPER for sale, con- 
sisting of three Presses. Engine and all 
necessaries for a first-class plant. ‘»wner has 
other business. Grand opportunity for the right 
man. Ona paying basis. Address H. D. ADAMS, 
Berlin, Md. 
oO E Ben Franklin Gordon press, 10x15 chase, 
with 20 fonts of job type, all in first-class 
shape. Cost $350. ill sell chea icicaale buyer, 
Apply quickly to CHARLES W. BROWN, As- 
signee, Oxford, N. Y. 


I Bought the Famous 
Lewis Advertising Course 
And Don’t Want It. 

You Do at $5 a Set. 


Forced sale. Not over 150 full sets left. Plates 
destroyed pone sold for $15.00 without and 
$50.00 with instruction. Copyright protéction. 
Hone? send back if sold out before order arrives. 

RST. 518 Walnut Street, Philadelphia, Pa, 
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ADDRESSES FOR SALE, 


NAMES. Heads of families only. 
cog WEL people of central Michi 
VETT, Owosso, Mich. 


3: 590 





aprthge 1, “ live, Pacific Coast, mail-order buy- 
.50—will ex- 
FAST 


4 little circularized— 
mber 26c. m.o. names. 
wre FG GO., 3279 16th St... San Francisco. 


R REMARKABLE NAMES FOR SALE. 

We have compiled for our personal use in 
the soliciting of subscriptions the name and ad- 
dress of every farmer in the Corn Belt who owns 
20 head of cattle. The live stock fazmer is the 
is the farmer who has 


, a 


. Write us for particulars. SUC- 
CESSFUL FA ‘ARMING, Des Mo Des Moines, lowa. 


LIVE NAMES AND ADDRESSES 


Guaranteed correct. Send $2 for a sample 
thousand, neatly typewritten. Try them 
out and buy more. 

1,000 each of Farmers, Teachers, Mer- 
chants, Druggists, Hardware, Barbers, 
Dressmakers, etc. All in N. and S. Dakota, 


Minnesota and Montana. 
THE WESTERN ADDRESS CO, 
Milbank, S. D. 








can be used with great success to advertise any 
novel tool, utonedl or to: oy, the use or working 
of which can be DEMONSTRATED by atreet- 
men, sidewalk saleamen or itinerant ven- 
ders and pedlara. These all read the yom 
Rate 15 cents flat. Last 

oa" at midnight. THE 
RILLBOARDY PU CO.. Cineinnatl, 0. 








ADVERTISING MEDIA. 


HE BILLBOARD, America's Leading Theat- 
rical Weekly. (2th year. Cincinnati, 0. 


HE EVANGEL. 
cranton. Pa. 
Thirteenth year; 20c. agate line. 


A™ person advertising in ’RINTEKS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year. 
EACH 1,200 homes in Troy and Central Miami 
County, Ohio, py using the RECORD. Only 
daily. Del vered direct ly to 800 homes in city 
alone. Read by women. Rate, 2-7c. line, net. 
stiteenondiieierniimesn 


BOOKS. 


Successful Advertising. 


HOW TO ACCOMPLISH IT. 








A book for retail mer- 
chants and beginners in 
advertising, Will be sent, 
postpaid, upon receipt of 
Two Dotvars. Address 


Printers’ Ink Publishing Co., 
4 #0 Spruce St., New vom 5 
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CORRECTION. 


The following item appeared 


in PRINTERS’ INK, issue of 
March 7: ° 
SPECIAL WORK FOR MAINE 


DAILIES. 


Eight daily papers in Maine have 
formed a combination to advertise 
themselves and that State as a mar- 
ket, with special offices in Boston, 
New York and Chicago in charge of 
Julius Mathews. The papers in this 
enterprise are the Augusta Kennebec 
Journal, Bangor Commercial, Bath 
Times, Biddeford Journal, Lewiston 
Sun, Portland Express, Rockland Star 
and Waterville AM/az/. These eight 
cities have an aggregate population 
of 231,000, it is stated, a desirable 
public, and the State also offers good 
territory in advertising medicines, 
foods, etc. A total circulation of 
40,000 is claimed by this combination, 
and its combination rate per inch on 
moderate contracts is about $2. 


The combination rate of 
“about $2.00 per inch” applies 
only to contracts for so small 
an amount of space as 250 
inches and for TYPE-SET 
matter changed each insertion, 
and used as desired by adver- 
tisers. 

On a 1,000-inch contract, the 
combination price is only $1.65 
per inch, And if plates are 
furnished, $1.46 per inch. 





On YEARLY CONTRACTS, 
running E. O. D., the combina- 
tion price is $1.19 per inch— 
7 4-5c. per line—LESS than 
one-fifth of a cent per line per 
thousand. 

Every advertisement to run in 
GUARANTEED FULL POSITION. 





For sample copies and full information, address 
JULIUS MATHEWS, 
2 BEACON STREET, Boston, Mass, 








me @¢ 
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THE CAPPER PUBLICATIONS. 


THE TOPEKA CAPITAL. Guaranteed Circulation, 21,000. Only 
Newspaper in Kansas published every day inthe year. Only Morning Paper in 
Topeka. Only Sunday Paper in Topeka. Prints more want ads than all other 


Peas SEMI-WEEKLY CAPITAL. G d Circulati 
° . uarant 
KA O00. Leading semi-weekly of Kansas. For over twenty years the" aes 


farm paper of 20,000 farm homes in Kansas. 

MISSOURI VALLEY FARMER, Guaranteed Circulation, 200,000. 
The largest paid-in advance circulation of any farm journal west of Ohio. Cov 
ers Missouri, Kansas, Nebraska, Oklahoma, Texas and other Southwestern States 
more thoroughly than any other publication. 

FARMERS’ MAIL AND BREEZE. Guaranteed Circulation, 62,500. 
The most popular farm journal in Kansas, with three times the circulation of 
any other agricultural weekiy 

THE HOUSEHOLD. Guaranteed Circulation, 160,000. A wholesome 
monthly magazine for the home Paid in advance circuiation. 


ARTHUR CAPPER, Publisher, TOPEKA, KANSAS. 











THE SHAW-TORREY CO., Inc. 


ADVERTISING AGENTS, 
719-731 Michigan Trust Bldg., GRAND RAPIDS, MICH. 


We can take on a limited number of new accounts in Michigan, 
Indiana and Ohio, and guarantee a painstaking personal service that 
will bring the success enjoyed by our present customers. 

Send roc. in stamps for our ‘*Guide for Advertisers,” a 314 page 
book giving information regarding magazines, newspapers, etc. 

















Do You Care for Promplness 


Prompt and efficient service and prompt delivery are some of the 
reasons why we solicit the business of large advertisers. We invite 
correspondence on the subject, furnish estimates and all other informa- 
tion desired. Address, 


STANDARD ENGRAVING CO., 
61 ANN ST., NEW YORK. 








IF YOU WISH TO 
Advertise in Newspapers 
ANYWHERE AT ANY TIME 


CALL ON OR WRITE 


The Dake Advertising Agency 


124 Sansome Street, San Francisco, California 
ESTABLISHED 1878 
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Take the Average Woman 


in the average town or 
city, or in the big city. 
Her needs are usually a 
lap ahead of her surplus 
money,and when she wants 
anything to wear for her- 
self or her family she wants 
it and goes shopping—just 
as naturally as a 
boy wants a kite on 
a windy day. She 
wants to see what 
the stores have 
and make her 
selection from a 
variety of things 
right on the ground. 

That’s what a store is for. 

Now, the manufacturer 
‘who has placed his goods 
generally in the stores can 
get that woman's trade by 
telling her about them in 
the magazines or papers 
which she reads. 


nate 
ane 
ferove 
Oe as 


He makes his product 
handy. 

But how about the 
manufacturer with a new 
product ?—a new corset — 
a new petticoat—a new 
cloth, or what not. How 
is he to reach that woman 

and enable her to 

reach his goods— 
quickly for her 
} and economically 
for him — so she 
can see them for 
herself ? Just one 
way. Get the 
goods into the stores first 
—then get her in. 

We do this exclusively 
and successfully for 
hundreds of clients who 
make or wholesale tex- 
tile and other articles sold 
in dry goods and depart- 
ment stores. 














ROOT NEWSPAPER AGENCY 


Reaching the merchant through necessary class papers and the consumer 

through magazine, newspaper, store and other advertising in co-opera- 

tion with the Dry Goods and Department Stores of the United States. 
ADDRESS 


192% -200 GREENE STREET, NEW YORK. 


St. Loults, 
CLEVELAND, 


CHICAGO, 
BosTON, 


SAN FRANCISCO, 


PHILADELPHIA, 


MANCHESTER (ENG.), BERLIN. 
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UNITED PRINTING 
MACHINERY CO. 





The United Printing Machinéry Company equipped the 


66 ” 
Boston Herald 
The United Printing Machinery Company equipped the 


‘6 . . ” 
Washington Times 
The United Printing Machinery Company equipped the 


“Baltimore News” 


Composing- 
Room of the 


Composing- 
Room of the 


Composing- 


Room of the 





tHe ONLY Firm IN THE U. S. THAT MANUFACTURES AND 
CARRIES READY FOR INSTANT DELIVERY 


Everything for the- - Electrotyper 


tHe ONLY rirnm IN THE U. S. THAT MANUFACTURES AND 
CARRIES READY FOR INSTANT DELIVERY 


Everything for the Photo-Engraver 


tHe U. P. M. CO. manuractures AND SELLS 


Everything forthe - - Stereotyper 


AND CARRIES IT IN STOCK, READY FOR INSTANT DELIVERY. 


Composing-Room Equipments 








THE 
ELECTRIC 
NEUTRALIZER 


Does away with off- 
setting. 
Saves slip-sheeting. 
Over 700 in use in 
New York City. 


The biggest of press- 
room economies. 


The U. P. M. Co. 


SOLE AGENTS, 

















Press Room 
Equipments 


Ws 


BOSTON 


246 Summer Street. 


NEW YORK 
12 and 14 Spruce Street 


CHICAGO 
337-339 Dearborn Street 











THE 
AUTOMATIC 
TYPE CASTER 


Saves 7% per cent of 
your type bill. 
The Hearst papers 
cast their type on this 
machine. 

The New York Herald 
uses it, 

The New York World 
uses it; and others. 


The U. P. M. Co. 


SOLE AGENTS, 
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The Technical 
Periodicals 


of the 
McGraw Publishing Co. 


had a total circula- 
tion during 1905 of 


Nearly 2,000,000 Copies 


covering with remark- 
able thoroughness the 
Electrical, Civil Engi- 
neering and Street 
Railway industries. 








The exact circulation figures for each paper are given in this 
issue of the American Newspaper Directory. 





McGraw » ( Electrical World . 
Publishing 3 The Engineering Record 
Company |} é | Street Railway Journal 


114 Liberty Street, New York. 








he 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 33 UNION SQUARE,N.Y. 


READERS OF FRINTERS' INK WILL RECEIVE. FREE OF CHARGES 
CRITICISM OF COMMERCIAL ART MATTER SENT TO MA. ETHRIDGE. 






An uplifted hand in connection A man from ’way out in Ne- 
with the very clever phrase braska sends in this Douglas shoe 
“Within Your Grasp,’ was first advertisement and asks that it be 
used by Noah to advertise a cut- 
rate excursion on the Ark, and 
has been used continuously ever 
since. Sometimes it is allowed to 
sleep for a month or so, but these 
occasions of relief are rare indeed. 
The latest advertiser to utilize this 
ancient idea is the Waltham Man- 








Ee rien? FRICTION: DRIVE 
DF _f BUCK BOARD 


—_ A 





WITHIN 
» YOUR 





No2. 





criticised. This particular ad has 
become such an eye-sore that it is 


OUGLAS 
ii, 


If I could take you Into my three 
=j| large factories at Br .kton, Mass., 
the infinite care 


MADE BY THE 


WALTHAM MANUFACTURING CO — 
WALTHAM.MASS. US, WL.D 
; D) , $3.50 














Nol. 


ufacturing Company of Waltham, 
Mass. In the quarter page maga- 
zine advertisement shown here- 
with and marked No. 1 1a hand 















4 = = sl 
holds the Orient Buckboard, but = aa pair of hoes Is made, you 
even in the original the method’ coat more to make, why they bold thelr shape 
of treatment was so ill-judged that sic value than any other $3.50 shoe on the 
the advertisement presented a se BETTER WEAR THAN ANY OTHERS. Breath 
very poor appearance, White let- a dadrodelaterirennpticing? cr La 
: . BOYS SHOES, $2.00 81.786 
tering on black is bad enough, but Jt Oe Oieadhors: hor 2-00 ond S170, ne, 
white on gray is the limit of poor SEancieeceae eee 
judgment. If nothing else could Bes lesotmain street. 1 AMG Me 








be thought of but the “Within 
Your Grasp” idea it would be far hard to criticise it impartially. 
more wise to handle it as in the The use of the picture of W. L. 
illustration marked No, 2, Douglas is excellent—almost es- 








§2 
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sential in view of its familiarity reading and always makes a good 


to the public and its intimate con- impression. 
* 


nection with the article advertised. 
The young man hesitating at the 


door of a Douglas store has noth- March 


ing to do with the case; the $10,- 
ooo reward and the little pictures 
of shoes underneath it are a waste 
of space, and the whole advertise- 
ment presents a dull, flat, uninter- 
esting appearance. The copy used 
in the body of the advertisement 
has been used so long and to such 
an extent that whatever value it 
had was lost long ago. 
* * * 

Herewith is shown the illustra- 

tive part of a half page magazine 








** Stielweld’’ 
Shears 







the wonderful Wiss 
cutting edge except the 
finest of crucible steel. 
Nothing but finest mate- 
rial entefts into the tough, 
break-resisting Wiss frame. 





advertisement for Wiss shears, 
This Wiss advertising as a whole 
is extremely interesting and this 
illustration a good example of 
the character of the series The 
picture used show the different 
and from the 
down to hed blade, 
the ~opy explains how the 
ind method ed result 
mn a pertert if Ad 
show ancl «(tells 


iry 


process 
th 


parts 


irate fin 


amd 


material 


pat he 


ne which 


nes are made is never 


how th 








* * 


The Fels Naptha page from the 
magazines is reproduced 





' ptha 
,to the Rescue 


WS Breaks the chain of wash-day horror } 


W-uld you be free from wash day 

) horror?— free from the drudgery of a 

common wash-day with its boil and 

toil, rub and grub, aching back and 
‘wear on clothes? 

Fels- Naptha Soap comes to your 

rescue and does away with boiling and 


hard-rubbing and hard-work. No hot- 
an water, no steam through the 
house. 
Actually cuts wash - day in half 
and doubles the life of clothes. 
Don't go without Fels- ’ 
Naptha another day. 


(rt ot of voor grocer. Or write for 
free sample to 








here as a tribute to a clean, strong, 
attractive advertisement. 
x * * 


Here is a Humphrey sectional 





HUMPHREY 
NOY ot @ tionayv 
I lero) .4 ore Ko) 


The 
advantages embod. 
led in the construction 
of Humphrey Sections! Book. 
cases are 60 


know all about them. We urge you to 


Get Our Catalog 
Illustrates the newest designs. most 
vractical and artistic combinations. 
aod the Humphrey special con- 
struction, prices, terma, ete. 
not spend « dollar in sectional 
bookcases eatil you have reed it 
Write today. 
rey Rootense Co. 
rot, Diem. 
“ 





advertisement that 4 
What the 
and gray 


hook bi 
if ," 1" t way 
sbar black, white 
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background has to do with the 
case is impossible to see. Cer- 
tainly the background adds noth- 
ing to the appearance or the use- 
fulness of the advertisement and 
cramps the copy sadly. In either 
lower corner there is a tiny pic- 
ture of what might be a bookcase, 


a chiffonier or a refrigerator—too 
small and indistinct to be of any 
possible use. If all the waste 
space in this advertisement ‘had 
been used to show a good, clear 
picture of a handsome bookcase 
the result. would have been several 
hundred per cent more desirable 
and valuable. 














VOLUME 1. 











WILL APPEAR EARLY IN APRIL. 


NUMBER |. 





LINE. Address 


Box 3Ol. 





We guarantee that the circulation of the first number will exceed 20,000 copies 
(forced of course) largely sample copies to sign writers, bulletin painters and manu- 
facturers of electric signs. THE ADVERTISING RATE IS 5c. PER AGATB 


THE SIGNS PUBLISHING CO., 
F C. McCCARAHAN, Mer., 


Cincinnati, O. 

















JUST AS GOOD 





Respectfully, 





Office of ‘‘ THe News,’’ Newton Fauts, Ohio March 2, 1906 
Printers Ink Fonson, New York City: 
Dear Sir—I have been using your inks, both news and job, for years, and I 


like them. They are just as good as those I paid higher prices for elsewhere. En- 
closed find check for $12 00, which, I believe, covers order herewith. 


J. H. Green, Publisher. 





oe 





My new sample book, containing one hundred and 
twenty-five specimens of my best-selling inks, will 
be sent free on application. It is worth while mak- 
ing a comparison of same with the books issued by 
my competitors, as the only difference I can see is 
the sky prices charged by them with discounts al- 
lowed according to the pressure brought to bear on 
them. When my inks are not found satisfactory the 
money is refunded, also the transportation charges. 
sDDRENS 
PRINTERS INK JONSON, 
17 Spruce Street, New York. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ [NK are invitedto send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Office of 
Purp Ort & Son, 
Lumber, Roofing, Paints, Cement. 
Jerrerson City, Mo. 
Editor Ready Made Department: 
I have been reading: Printers’ Ink 
for quite a while and have never seen 
any lumber ads. I would be very glad 


to have you publish a few that you 
think are good, as the lumbermen are 
getting to be better advertisers than 
they formerly were. 
Yours respectfully, 
Louis L. Ort. 





On those rare occasions when I 
have been able to find lumber ads 
that were not mere business cards, 
they have been reproduced in this 
department and made much of. 
But a weekly search through a 
hundred or more newspapers from 
all over the country rarely brings 
to light a single ad for this line 
which deserves reproduction. Most 
of them are of the stereotyped 
order with which we are all so 
familiar — just generalizations, 
never a price, never a definite 
proposition — just “lumber,”> as 
though all lumber were alike in 
quality and price, and all for the 
same uses. Yet these dealers 
think they ‘are advertising just be- 
cause their names appear regularly 
in a given space, in connection 
with “Lumber for all purposes,” 
or something like that, and if they 
think of their advertising at other 
times than when the publisher's 
bill comes in, it is only to wonder 
why it doesn’t pay—why they 
don’t hear more from it. If they 
go so far as to try a syndicate 
service, which as a rule means 
only an elaboration of the same 
generalities, then they are sure 
they are getting the real thing, 
and if those smooth sentences and 
fine examples of word juggling 
fail to bring tangible results, why, 
what’s the use of advertising? A 
hundred or two a year invested in 
some other direction would be fol- 
lowed by some effort to make it 





pay, but in advertising — well, 
somehow, that’s different. 

Since the receipt of the above 
letter, I have been fortunate 
enough to find four lumber ads 
that really say something, and am 
producing them herewith. The 
one headed “Do you need a car- 
riage shed,” bears all the ear- 
marks of a syndicate ad, yet is so 
much better than the average of 
that class that I am not altogether 
sure about it. The shingle ad is 
a particularly good one because it 
quotes prices, and that, even with- 
out the very convincing “reasons 
why” is pretty good evidence that 
the prices are low, for you rarely 
see a high price quoted without a 
lot of “quality” talk to justify it. 
You will notice that there is noth- 
ing indefinite about this shingle 
proposition—the brand and_ the 
grades are there to give the prices 
some meaning. Not every dealer 
can advertise like Payne, Willing- 
ham & Wood, because relatively 
few of them own and _ operate 
their own mills. For those who 
do, this is an excellent brand of 
advertising—logical and convinc- 
ing. The Kellogg ad is so far above 
the average of its kind as to be 
practically “out of sight,” yet its 
claims of low prices lack the con- 
firmation that the printed prices 
might give. There seems to be 
no good reason why the lumber 
dealer should not offer special in- 
ducements from time to time with 
the same profitable results secured 
in other lines by that method. He 
might do so more often if he could 
be led to see that by sacrificing a 
portion, or possibly all, of his pro- 
fits, say, on shingles, for a few 
days, he would attract trade that 
might not otherwise come to him 
and increase his sales of siding or 
flooring or something else enough 
to much more than make up his 
loss, to say nothing of securing 
attached customers. I am look- 
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ing, every week, for good lumber 
ads, and I hope that somebody 
who knows where they are being 
produced will kindly let me know. 
Here are the ads referred to 
above: 





DO YOU NEED A CARRIAGE 
SHED? 


Going to build one? We'd like to 
make a bid on the necessary lumber, 
for we know that we can supply every- 
thing you'll need in that line, rightly 
milled, well seasoned; deliver it 
promptly and render a bill that will 
prompt you to see us again when in 
the market for lumber for any pur- 
pose. 

VESTER, STEWART & ROSSELL 
MPANY, 
Both ’phones 212, 
South Street, Washington, 


SHINGLES! SHINGLES! 
Extras at $3.75. Clears at $3.25. 
2d Clears at $2.75. Extra No. 1 at 
$2.50. No. 1 at $2. Per Thousand. 
Have you ever seen the A. W. Hay- 
ford brand of shingles. Do you know 
what this means? The best shingles 
that ever came to this city. If you 
want the best for your own house let 
us show them to you and you will buy 
them. Do you know we handle more 
shingles than anyone else in Provi- 
dence. Our own spur track along the 
shingle shed enables us to unload 
shingles for only two cents a thousand. 
Our saving is your gain. Shingles 
have already advanced 40 cents per 
thousand since we bought ours, but our 
price remains as quoted above. S 
Keep close watch of our advertise- 
ments appearing in this and the daily 
papers, as we are offering special lots 
at bargain prices every week and some 
of these may be just what you are in 
need of, and will save you lots of 
money by buying. 
L. SWEET & CO., 
709 Harris Avenue, 
Near Broadway and Olneyville Square, 
Providence, R. I. 


This Abstract Ad, from the Houston 
(Tex.) Daily Post, is Brief and Very 
Much to the Point, 

“It Is Better To Be Safe 
: Than Sorry.” 

Get Your Abstracts 

From Us 
Over $5,000,000 worth of | 

trades decided on our ab- 


stracts without loss of one) 
dollar. 


STEWART ABSTRACT & | 
TITLE CO. 


51-61 Pa. 











Capital Stock, $75,000. 
1016 Preston, 
Houston, 


Tex. 





i 





55 
| Some Exceptionally Good Points Rare- 
ly Made in Laundry Advertising. 
From the Oak Park (lll.) Reporter- 
Argus. 





There are two most im- 
portant reasons why you 
should send your linen to 
us to be laundered. 

First: Your Table Covers 
and Napkins are not washed 
together with Bed Linen, 
but entirely separate. 

Second: We call house to 
house for all of our work. 
In this way we know where 
the soiled linen comes from, 
which is not the case with 
laundries that are dependent 
on agency work. 

Quality and service are 
unsurpassed and we frankly 
state we want your business. 
You will want us to have 
your business if you will 
consider our cautious meth- 
ods, which other laundries 
do not consider important, 
but which are of vital im- 
portance to every refined in- 
dividual. 

KING’S MODEL LAUN- 
DRY CO., 
636 Wesley Avenue, 
Oak Park, Il. 











A Distinctly Different Automobile Ad, 
from the Springfield (Mass.) Union. 





The Northampton man 
drives his horse to Holyoke 
and back—the Holyoke man 
to Springfield and back—the 
Springfield man to Westfield 
or Thompsonville and return 
-—ten miles is about the limit 
for an afternoon. drive. 

Mr. Man's fortunate 
neighbor in his automobile 
takes in all these places and 
has time left to run to 
Hartford the same afternoon 
—and he does it, too, at less 
yearly expense—less danger 
to himself and friends and 
no worry about “poor old 
Dobbin.” 

Allow us the privilege of 
proving above to you—and 
in the meantime, remember 
we sell Rambler and Ford 
Automobiles. Prices run 
from $500 to $2,500. 


NORCROSS-CAMERON 
COMPANY, 


122 Bridge St., 
Springfield, Mass. 
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A Someuhat Uncommon and Decidedly| Laundry Talk Indicative of Enterprise 
Sensible Savings Argument. From and Progress. From the Galveston I 
the Richmond (Va.) Times-Dispatch. (Tex.) Tribune. : 












































Cc 
Work wears “body and Ry ee gee 
— = nature — Table Linen, we have installed t! 
rebuilds _ yg = the newest device for ironing a 
consumes the vital energies, these goods. h 
kills the capacity for work This machine is 108 inches wide 
is the direct cause of mis- and irons the largest pieces with- t 
fortune. out a wrinkle. Try us. v 
Cut ‘out care by insuring MODEL LAUNDRY AND t 
your future prosperity witn DYE WORKS, 
a savirigs bank account. Galveston, Texas. t 
Work and save, let us p 
keep your savings working A Better-Than-Usual Hat Ad, from the / 
for you—and all cause for Galveston (Tex.) Tribune. 1 
care or worry is annihilated. 
3 per cent compound in- o 
terest. If out of town, bank To be on and com- b 
by mail. 
’ a 
PLANTERS’ NATIONAL The Knox y 
BANK, light weight self-conforming z 
Twelfth and Main Streets, hat goes a long way toward 
Richmond, Va. accomplishing those happy 
results. Touches the head all 
A Good Example of the Direct Style, around, yet so gently and 
Except that no Price is Printed. age Rag you hardly know i. 
From the Bangor (Me.) Daily Com- Ree thie at Di y. 
mercial, copes, $5 2 
The “Royal” hat in all the 
Are You a Salad | we Sens Aye, $3.50. ‘ r 
son ats, soft an 
Maker ? | stiff, $4 to $7. : 
: S 
If you are, you know how | In the front corner win- I 
essential it is to have a dow a display of new spring 
truly pure and surely deli- shirts we would like to te 
cious olive oil. We guar- you see, S 
antee every drop of our Ee. &. LEVY & CO. 
Beri Olive Oil to be simon Galveston, Tex. 
pure and of ideal flavor. 
Many of Bangor’s’ Best A Good, Though 
soaks te we Be is exe | | “ote, Thongh, Slightly, Overdrawe, 
clusively the salad oil for tively Displayed in the Reveille Echo 
them. You'd = mg Ai of East Palestine, O. I 
Sold in bottles, a: in 
faucet-bearing tins. | 
CALDWELL SWEET, All Walks are 
26 Main St., 5 
Bangor, Me. Alike 











Tells 


Canonsburg, (Pa.) Daily Notes, 


Its Own Story. From 








warm. 


tans, grays, blacks and ox- 
fords. 


Spring Overcoats 
They’re ready—and_ the 
weather’s ready for them. 
It doesn’t matter much if 
it is a “little cold’”—for the 
coats are longer, there’s 
more of them to keep you 


Very pretty materials in 


$7.50 Upwards, 


LEVINO, 
Opposite Court House, 
Washington, Pa. 








To the woman who wears 
Treadeasy shoes. Whether 
she walks on the hard city 
pavements or on Nature’s 
carpet of grass, she feels 
the same springy rebound at 
every step, the same, cool, 
even pressure on the sole of 
her foot and the same sense 
of immunity from corns and 
every other foot ill. 

If you once try a pair of 
Treadeasys, you'll never 
wear any others. All styles, 
$3.50. 


CHAMBERLIN & MOORE, 
Exclusive Shoe Dealers, 











Chamberlin Block, 
East Palestine, O. 











A friend of mine who lives inj, 


Philadelphia handed me a little 
cigar envelope (empty) with the 
information that each diner at 
the Acker restaurant gets one with 
a sample cigar in it when he pays 
his check. I understood him that 
this happens every day, sometimes 
with a five-center, sometimes a 
ten-center and occasionally even a 
two for-a-quarter smoke. Its pur- 
pose, of course, is to boom the 
Acker cigar trade, and it looks 
like a good scheme. On the front 
of the envelope (a dainty light 
blue paper, by the way, printed in 
a dark blue ink), were these 
words: 


ACKER QUALITY. 

Acker’s High Grade Cigars. 
FINLEY ACKER CO., 
Chestnut and 12th Streets, Market 
and 12th Streets, Eighth Street, above 

Arch, Philadelphia. 


And the back bore this infor- 
mation about the cigar given 
away on that day: 











Friday, January roth. 


The inclosed specimen is a sample 

of the 
WISSAHICKON. 

Famous as the best 5c. Cigar. 

Full rich flavor. - 

$5 hundred—Boxes of 25, 50 and 
100 for sale at all the Acker Cigar 
Departments. 





From Montgomery (Ala.) Advertiser. 





Lumber 


A retail lumber concern, 
owning and _ operating its 
own saw mills, is naturally 
in a position to make lower 
prices to the consumer than 
a firm that has to buy 
through a broker, from an 
outside mill. 

We operate our own saw 
mills—have the largest lum- 
ber yards in Montgomery 
and are prepared to furnish 
any kind of Pine Lumber, 
rough or dressed, any amount 
up to 1,000,000 feet, on 
short notice. 

All other kinds of best 
dressed and seasoned lum- 
ber at lowest prices. 


PAYNE, WILLINGHAM & 
WOOD, 


Montgomery, Ala. 
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From Utica (N. Y.) Observer. 


Need Lumber? 


If you do, we want you to 
get our prices before buy- 
ing. Our lumber is not 
cheap lumber, because cheap 





lumber is poor lumber. It’s 
all good—every stick—and 
the prices are lower than 


you can buy the same qual- 
ity for «lsewhere. No order 
too small or too large for | 
us to handle. | 


CHAS C. KELLOGG & 

SONS’ CO., 

Office and Yards, 
Seneca St., Utica. 
Other Yards at Ilion and 

Frankfort. 


Main 











The Gentle Art of Reaching the Pocket- 
book via the Stomach is Pretty Well 
Understood by the Man Who Writes 
the Appetizing Ads that Martindale 
Prints Daily in the Philadelphia 
Bulletin. 


We Bring Butter 
To You Fresh 
From the Country 


Our famous ‘‘Crown” but- 
ter is country made. _ It’s 
born in one of the most 
widely known dairies in 
New York State. 

But after all, you are 
only interested in the good- 
ness of the butter.. Ths we 
can guarantee you, since 
“Crown” butter is a product 
of the rich milk from one of 
the choicest herds of regis- 
tered Jersey cows. ~ 

This but.er is shipped to 
us three times weekly. We 
deliver it to you while it yet 
smells of its country fresh- 
ness. Try a pound to- 
morrow. 

40c the pound. 

At the same time ask us 
to deliver a loaf of our new 
“Viv” Bread. Machinery 
displaces the human hand in 
its mixing and pans are dis- 
carded in its baking. It’s 
hearth-baked. And more, 
it’s the biggest loaf of bread 
in Philadelphia for 5 cents. 

We deliver in Camden. 


THOS. MARTINDALE & 
COMPANY, 
Teas, Coffees and Groceries, 
Tenth and Market, 
Philadelphia, 





Pa. 
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ABOUT THE STAR GUAR- 
ANTEE. 


A publisher recently admitted to 

the Star Galaxy writes as follows: 

Your letter containing receipt for the Guar- 
anteed Star rating in Rowell’s Newspaper Di- 
rectory is received, also a copyof PRINTERs’ 
Ink containing a fac-simile copy of same, for 
which please accept my thanks. We hope 
that it will be the means of placing us in a fair 
light before the foreign advertisers and give us 
a share of their business. 

Two years ago an accountant of the American 
Advertisers’ Association went through our 
books and tabulated a circulation statement for 
the benefit of their members. We have not 
been able to trace a single advertisement that 
resultedfrom that examination. I find that by 
comparing papers in the State .that those that 
lock their circulation in the safe get the busi- 
ness. I hope that this Star Guarantee will 
produce results. i 

The efforts of an examiner who 
enters a newspaper office to con- 
duct an exact and searching in- 
vestigation of circulation -nust 
always fall short of the success 
which might be expected. The 
case would resemble an examina- 
tion of a National Bank by a self- 
appointed examiner who should 
conceive the idea of auditing the 
accounts of every bank in the 
country once during his lifetime 
and then assuring the public ever 
after that the bank was in a sound 
condition. The Star Guarantee is 
made known to all general ad- 
vertisers through the medium of 
Rowell’s American Newspaper 
Directory and the publicity given 
in Printers’ INK; the investiga- 
tion of the A. A. A. is made first of 
all for its members. ; 

Back of the Star Guarantee is 
the publisher himself, who is in- 
tensely and directly interested in 
maintaining the integrity of the 
Guarantee, 

If his circulation report is suc- 
cessfully assailed it is his money 
that is forfeited and his reputation 
that suffers. Consequently no 
publisher would dare back up his 
circulation statement with the 
Star Guarantee if he had any 
doubt about its accuracy. 

The Star Guarantee lasts as 


many years as thé publisher is 
willing to send in satisfactory 
statements of circulation to the 
Directory. It never becomes out 
of date; its efficiency is renewed 
from year to year. 

The publishers of Rowell’s 
American Newspaper Directory 
act as custodians and attorneys 
for those publishers who are 
members of the Star Galaxy; they 
back the publisher’s own statement 
until proven false beyond a rea- 
sonable doubt. Rowell’s Directory 
guarantee system lasts as long as 
the publisher makes satisfactory 
statements and as long as the Di- 
rectory is published. It is not a 
sporadic affair, but goes on year 
after year without further charge 
after the permanent deposit of 
$100 has been made by a paper 
from which the Directory is will- 
ing to accept the deposit as pro- 
vided in the Guarantee Certificate. 
Below is shown the catalogue de- 
scription of the Minneapolis 
Journal in Rowell’s Directory for 
1905. The Guarantee Star and 
the guarantee clause in full face 
type are attached to every Star 
Galaxy paper, year after year, 
without further charge. 


MINNESOTA, 


MINNEAPOLIS, c. h., Hennepin 
Co. O 202,718 pop., center of ten rail- 
roads, on Mississippir. at the head of navi- 
gation. Has very large and important 
trade, especially in flour and lumber. 

DAILY. 


JOURNAL; every evening except Sun- 
day ; independent-re ublicans fourteen to 


thirty-two 18x24; subscription $1; es- 
tablished hee 3. 8. McLain, editor: | AE 
Swift, manager; Journal Printing Co,, pub- 
Ushers, OMice, Journal bldg. (14). - 
Hirculation : average 

41 Actual 








verag with 
April, 188, 40,679. 1n 1899, 
16.0685 tir alt doco 
for 192, 54,628: for 198, 

57,813: for 1s 84,354. 
"2 The absolute correctness of the latest 
circulation rating accorded the Journal 
is guaranteed by the publishers of Rowell’s 
American Newspaper Directory, who will 
pay one hundred dollars to the first person 
who successfully controverts its accuracy. 





A single glance at the full 
roster of the Star Galaxy as it 
appears in this issue of PRINTERS’ 
InK, on page 61 reveals the char- 
acter and standing of its members, 
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PRINTERS’ INK. 
It is the principle which is in-- 


volved in this guarantee system 
and not an object for pecuniary 
gain, as may easily be figured out 
in a case where a guaranteed cir- 
culation statement were assailed 
and the Directory publishers had 
to look into and gather all the 
facts in the case. The expense for 
this labor would likely exceed the 
Star Guarantee deposit in ex- 
penses alone. 

The Star Galaxy consists at 
present of forty-five publications 
which have sought and obtained 
the highest distinction which can 
be ‘bestowed at the hands of the 
editor of Rowell’s American 
Newspaper Directory. The Star 
Galaxy principle is really in its 
infancy and is an institution bound 
to grow—if a majority of pub- 
lishers are coming to have the 
same views on honest circulation 
reports as those publishers have 
who are already admitted to the 
Rowell Directory Guarantee. Ap- 
plications for the Guarantee Star 
should be made at once by pub- 
lishers who are interested in the 
subject. 


After the above thad been writ- 
ten the letter below reprinted 
came to hand from the Decatur, 
Ill, Daily Review, a newspaper 
that has made for long years, per- 
haps, more explicit circulation 
statements to Rowell’s Directory 
than any other paper. A couple of 
years ago the editor of Printers’ 
INK reprinted documents showing 
the Review's proof of circulation 
distribution which occupied about 
four full pages. The publishers 
of the Review had never the 
habit of spending money with 
Printers’ INK or the Directory, 
therefore the attention given to the 
Review could not be traced to 
favoritism, if ever there were such 
a thing practiced in the office of 
the Little Schoolmaster. Last year 
the publishers of the Review se- 
‘cured the Guarantee Star, and 
the editor of Rowell’s American 
Newspaper Directory never felt 
safer or prouder than to grant the 
Star Guarantee to the Decatur 
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Review. The Daily Review writes 
under date of March 9, 1906, as 
follows: 


Decatur, IIL, March 9, 1906. 
Editor of Printers’ INK: 

We read with not a few smiles the 
letter printed in your issue of Febru- 
ary 28th, from Mr. Fugazzi, manager 
of the advertising order department ot 
the Sterling Remedy Co. 

We inclose, for comparison, the 
original of a letter received by us from 
Mr. Fugazzi under date of January 
2oth. 

This letter was in answer to one sent 
out by our advertising manager, solicit- 
ing business. In trying to emphasize 
the quality of our circulation, he had 
given the amount of money collected 
on subscription during 1905 as tending 
to show the high quality of our circu- 
lation. This brought from Mr. Fugazzi 
the comment that it made very little 
difference to him what money we col- 
lected on circulation. 

If you care to print his letter, you 
are at liberty to do so as we ourselves 
have given it a little publicity in our 
circulation statement for February, 
which we are enclosing. 

We note in your comment on his 
letter, you say that the editor of the 
American Newspaper Directory says: 
“T wonder if he (Fugazzi) has the idea 
that anything like half the papers are 
willing to make such a circulation state- 
ment as he recommends. The Chicago 
News, Washington Star, Indianapolis 
Star and News can do 1t—these count 
four.” 

If the editor of Rowell’s American 
Newspaper Directory had preserved his 
copy of Printers’ INK of March 25, 
1903, in which was reproduced the 
first number of the Review’s Monthly 
Distribution Statement, he might 
ig included the Review in the above 
ist. 

It seems to us that beneath the sur- 
face of Mr. Fugazzi’s letter to the 
Review is hidden the very reason why 
there are so very few newspapers that 
care to make- a distribution statement 
giving the information Mr. Fugazzi 
now says that he’ wants. This reason 
is that the advertisers themselves do not 
insistently demand it and do not par- 
ticularly recognize the few papers that 
do give such information. 

For instance, the Review has made 
detailed statements to Rowell’s Amer'- 
can Newspaper Directory for fourteen 
years and has its Guarantee Star; has 
made full quality statements to the 
Association of American Advertisers for 
three years; was examined by its ex- 
pert in 1903 (the very year Mr. Fugazzi 
talks about) and had a certificate issued 
and was examined again in 1905 by 
Actuary A. A. Seaver, who issued a 
certificate corresponding exactly with 
our records. 

Now the Sterling Remedy Co. is a 
member of the Association of American 
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Advertisers; its manager, Mr. Kramer, 
is one of its directors. They have, 
therefore, had access to all this infor- 
mation and, in addition, the Revtew 
has sent them consecutively for thirty- 
eight months, its detailed statements of 
distribution, of which Printers’ INK 
was nice enough to say: “The best ¢x- 
ample Printers’ INK recalls of a paper 
having a good story to tell and the 
capacity to express it in convincing sen- 
tences, is a recent circular issued by 
the Decatur, Ill, Daily Review.” 
Now it seems to us that the Review’s 

record as to cheerfulness and even 
anxiety to give circulation information, 
both as to quantity and quality, is un- 
excelled even by such papers as the 
Chicago News and the Washington 
Star. Letters like the one we are tn- 
closing are hardly calculated to en- 
courage newspapers to continue in their 
efforts to keep the records necessary to 
give the information that Mr. Fugazzi 
in his sober moments seems to desire. 
The Review will, however, persist in 
its missionary efforts. 

Yours very truly, 

Review Pus LisHine Co., 

J. P. Drennan, Manager. 


The “little publicity given the 
matt¢r in the circulation report of 
the Daily Review for February, 
1906,” consists of the reprint of 
two letters headed “From Philip 
Drunk” “To Philip Sober.” 

FROM PHILIP DRUNK. 
A. L. Thomas, Pres., D. M. Lord, 

V.-Pres., H. L. Kramer, Treas. 

and General Manager. - 
STERLING REMEDY COMPANY. 
Candy Cathartic Cascarets. 

They Work While You Sleep, 
Trade Building, Chicago. 

79 Tribune Building, New York City. 
Dict. F. M. F.—Sten. No. 8. 

Kramer, Ind., January 20, 1906. 
Review Pub. Co.: 

Gentlemen:—We are in receipt of 
your letter of the 11th inst., soliciting 
some of our advertising for your paper, 
and note that you say that if we based 
a proposition on circulation there is no 
doubt we could do business. We desire 
to state that if we were to base a 
proposition on circulation we wou!d 
never do business with your paper. 
You have always claimed from two to 
three thousand more circulation than 
you really have. When we say “al- 
ways,” we probably are speaking too 
generally. and dodld say that we know 
of at least one year during the history 
of your paper when you claimed about 
three thousand more circulatioa than 
you had, and that was the year 1903. 
Your rate for advertising has always 
been extremely high, figuring it upon 
what you claim your circulation to be. 
It makes very little difference to us 
what money you collect on c'rculation. 
All that we want to know about and 


pay for is the circulation which goes to 
actual subscribers. Of course, ail first- 
class papers nowadays are discon- 
tinuing the sending of papers to peop-e 
who do not pay for them. We are not 
at all anxious «vout using the Review, 
and positively would not do so except 
on such a basis as has been proposed 
in our previous correspondence with 
you. If you would like to fill out 
the enclosed circulation blank and attest 
it before a notary public we would be 
pleased to have you do so and to re- 
turn it to us accompanied by your rate 
card, stating what agent’s discount you 
allow therefrom, and we will re-con- 
sider the matter and, if possible, send 
you an order. Very truly yours, 
STERLING REMEDY CoMPANy, 
F. M. Fugazzi, Mgr. Adv. Order Dept, 


TO PHILIP SOBER. 

(From Printers’ InK of Feb. 28.) 

Kramer, Ind., Feb. 17, 1906. 
Editor of Printers’ INkK: 

I notice that considerable discussion 
has been going on in the columns of 
Printers’ INK recently in respect to 
the proper definition of the word “‘cir- 
culation.” Why so much space should 
be devoted to this matter has always 
been a mystery to me. If you really 
are anxious to arrive at a solution of 
the matter, it seems that it can be 
done. The old saying that “Half a 
loaf is better than none,” applies in 
this case. If it is impossible to get alf 
of the papers to give details as to how 
each and every copy is disposed of, they 
can at least easily keep tab on the 
amount of copies sent to subscribers (and 
not return) and the number of copies 
sent out gratis. A paper that does not 
keep books that will (not) show how 
much they are taking in for subscrip- 
tions, is doing business in such a slip- 
shod manner and taking so little in- 
terest in their business, that the chances 
are that their circulation does not 
amount to much. I do not believe 
there is a large, general advertiser in 
the country but would agree with me 
that circulation classified as above 
would fill the bill, unless it would be 
to subdivide the unpaid cos‘es into 
those that actually go out and those 
that remain in the office or are de- 
stroyed. The foregoing method of 
Stating the circulation would not be 
applicable to your directory, as 
probably could not spare space for two 
sets of figures. F. M. Fvueazz1, 
Adv. Department Sterling Remedy Co. 


Mr.. Fugazzi ought to change 
his brand. Printers’ INK recom- 
mends Old Hancock that can be 
had from James Hancock, Sr., of 
Ludlow, Ky. 


——— +o — 


Don’t merely scrape the surface of 
your business chances. Probe 
Then take off your coat and dig.— 
Exchange. 
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THE STAR GALAXY. 





THE TWO LATEST ADDITIONS. 


The publishers of the Chicago 
Examiner and the’ Brooklyn 
Standard Union, have sought and 
obtained the Guarantee Star in 
Rowell’s American Newspaper Di- 
rectory for 1906, now in its thirty- 
eighth annual revision. The cer- 
tificates were issued on March 9, 
and March 13, 1906, respectively. 
Photographic reproductions are 
shown on the following pages. The 
final revision of the Directory for 
1906, thirty-eighth year of con- 
secutive publication, is now 
under way. Applications for the 
Guarantee Star may be forwarded 
by publishers who are interested 
in the subject—who believe they 
are eligible to the highest distinc- 
tion which the editor of Rowell’s 
Directory can bestow—and who 
dare use the Guarantee Star. 


The extent and full mean- 
ing of the Star Guarantce 
is set forth in Rowell’s 
American Newspaper Di- 
rectory in the catalogue 
description of each publica- 
tion possessing it. No pub- 
lisher who has any doubt 
that the absolute accuracy 
of his circulation statement 
would stand out bright and 
clear, afier the most scarch- 
ing investigation, would 
ever for a moment con- 
sider the thought of secur- 
ing and using the Guar- 
antee Star. 


THE STAR GALAXY TO DATE, 





ILLINOIS 
Chicago...... oats .... Daily News. 
Chicago....... - Tribune 
Chicago..... eeceegeeeeees ReCord-Herald 
Chicago.............. Examiner. 
DOOMUT  .... .ccccsesece .Dailv Review 
Decatur. ...cccccceces . Herald 
POOR ssc cvrsvce see see 

INDIANA 
Crawfordsville ............ Journal. 

MINNESOTA 
Minneapolis . ..... Journal. 
Minneapolis...... - Tribune. 
Minneapolis. ....... Farm, Stock and Home 
Minneapolis........Svenska Ameriskanka 
Posten 


St. Paul............Pioneer Press. 





PENNSYLVANIA. 
eer Bulletin. 
IN 505’ sicccacaeen Press. 
PREMN so06cscceoswecs Farm Journal. 
PIMSBOIE.s.cecccesss « - cccPOSts 
West Chester... sccccs. oe Local News. 

NEW YORK, 
Brooklyn......Standard Union, 
| ere Evening News. 
Mount Vernon........... Argus 
DIG i snc 66006 sinsins ssa ees Record 

CALIFORNIA. 

OMMEE sasiessesscccceavee Herald. 

COLORADO. 

TORQWE i istics scone sence coscteee . Post. 
CONNECTICUT. 
Bridgeport .Morning Telegram and Union, 
DISTRICT OF COLUMBIA. 








Washington........... .. Evening Star, 
10WA. 
Des Moines....... Successful Farming. 
Sioux City. ...e00e. Tribune, 
MARYLAND. 
IDS is kocic sos cas sccndndaws News. 
MASSACHUSETTS 
TUN is, 0556 picis:pien'e canaeevancis Globe 
Brockton ... Enterprise. 
JAG cc cssiccaes eedanere Morning Patriot 
MISSOURI. 

TORN CG visi ccnecisiccrccuseven Star. 
Laneete.. osrce Daily Star. 
Lincoln..... ceeees..State Journal and 

Evening News. 

NEW JERSEY. 
BO AWE 5 oacacciosownsas cess Register. 
OHIO 
ERS Sicviceeauensseces Beacon Journal. 
OREGON 
POM cient seciewe. areas Journal 
SOUTH CAROLINA, 

MIR icrors aisic cin gisig.o'e oes alaraicias State 
TENNESSEE, 
Knoxville,......... Journal and Tribune. 
VIRGINIA 
Richmond..... . .....Times-Dispatch. 
WISCONSIN 

Milwaukee. . . Journal 

MOUs 06sec Wisconsin Agriculturist. 
CANADA. 

ee -Star. 

OMNES <5. adeacewawwe Mail and Empire. 


The Guarantee Star attached to 
a publication in Rowell’s American 
Newspaper Directory is the most 
conspicuous distinction which the 
Directory editor gives to a paper, 
and the star constitutes, for a pub- 
lication possessing it, a continual 
advertisement of the highest dis- 
tinction, costing nothing after the 
initial payment, so long as the Di- 
rectory continues to be published. 
Conditions and terms relative to 
the Guarantee Star may be learn- 
ed by addressing this office. Such 
inquiries will receive prompt at- 
tention if from a publisher of a 
paper considered eligible for ad- 
mission to the Star Galaxy, 
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ROWELL’S AMERICAN NEWSPAPER DIRECTORY 
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